Next Week 
You Will Find 
in “The Recorder” 


The Rule of Three in Price 


Is the single price theory exploded? 
We see Ford adopt the Rule of Three— 
low, medium and high—and practically 
every article of merchandise follows 
suit, even Woolworth goes 5-10 and now 
20. The one-price shoe store gives lit- 
tle play to salesmanship or selection. 

In this issue, the Rule of Three. For 
the average store, there will be a thin 
selection in the lower end; heavy in- 
vestment in the middle and a light vari- 
ety in the higher price range. The 
amount of investment in each price de- 
pends upon the class of store; but it is 
a good merchandising principle to have 
an assortment of merchandise in three 
price groups—low, medium and high— 
give the public a chance for a choice. 


* * * 


Is the enthusiasm for mesh materials, 
which have proved such an important 
factor in women’s hosiery, now to be- 
come a vital influence in Summer 
shoes? Certain it now appears that 
footwear of this description will play 
an important role in the fashion pic- 
ture for the coming season. Just how 
important and what the mesh influence 
is likely to mean to the average store 
will be another important subject dis- 
cussed in next week’s RECORDER. 


Vv 
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G. O. P. 


(GOOD OLD PROFITS) 
MODELS 


No. 704—BLACK CALF and WHITE ELK 
No. 703—TAN CALF and WHITE ELK 
PRICE $3.25 
IN-STOCK 





No. 725—BLACK CALF and GREY ELK 
No. 726—TAN CALF and WHITE ELK 
PRICE $3.25 
IN-STOCK 









No. 723—TAN CALF and GENUINE 
PIG SKIN 
PRICE $3.35 





PERFECT LINE 
OF ELECTION YEAR 


SPORT SHOES 





Nothing to equal them 
for campaigning 


s 





FIT Democratic, Republican 
and Socialist feet equally well. 
Also wet, dry and cold feet! 





* 
Big demand—quick profits. Suits 
one—suits all—suits us— 
and ‘Il suit you. 


he 








Send for free literature or 
sample order 





VOTE FOR 










No. 707—BLACK CALF and WHITE ELK 








D. E. M. 


(DECIDEDLY EASY MOVERS) 
MODELS 





No. 712—BLACK CALF and WHITE ELK 
No. 713—TAN CALF and SAND ELK 
PRICE $3.25 
IN-STOCK 





No. 100—BLACK and WHITE ELK 
Spiked sole and heel 
PRICE $3.75 
IN-STOCK 





Leather sole and heel 
PRICE $3.25 
IN-STOCK 












OUR CANDIDATE 


* ALKALI IKE «x 
who says 











No. 716—BLACK CALF and WHITE ELK 
No. 71I5—TAN CALF and WHITE ELK 
Rubber Sole and Heel No. 714—TAN CALF and BROWN BUCK 
PRICE $3.25 “I’m fer the gold standard PRICE $3.25 
IN-STOCK as found in them thar Hills IN-STOCK 
—and more time to play golf. 
Elect me fer yer spring an’ 
summer campaign. Keep 
out of the depressions.” 


>. 
x 


No. 721 —ALL WHITE ELK 
















No. 700—BROWN HEATHER GRAIN and 
SMOKED ELK—SPIKED SOLE 


Mail your vote to 
No. 701—Same with GRO-CORD SOLE HILL BROS. CO. Smooth black rubber sole and heel 
PRICE $3.40 PRICE $3.25 


IN-STOCK Hudson, Mass. IN-STOCK 


No. 727—BLACK CALF 
and WHITE BUCK 
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April 16, 1932 


The VOICE of the TRADE 


J.-F. Muffley, 


general sales manager of Endicott- 
Johnson Corporation, gives the 
Rule of Three as follows: 

‘Profitable merchandising in 
1932 will be based on three out- 
standing factors: THE COR- 
RECT MERCHANDISE, THE 
RIGHT PRICE, AND TIMELY 
BUYING. 

‘Modern shoe retailing is not 
altogether a matter of retail sell- 
ing. Buying the right merchandise 
at the right price at the right time 
makes successful retailing possible. 
No amount of sales ingenuity can 
produce the desired retail turnover 
from a poorly bought stock of 
shoes.” 


eels to 
. Kent who celebrated 
last Thursday the forty-eighth an- 
niversary of his stepping into the 
shoe business with M. A. Packard 


Hon. John S 


Shoe Company. No special ob- 
servation of the anniversary was 
noted other than attendance at the 
factory as usual. He received 
felicitations from trade and public 
leaders. 

He first became associated with 
the firm as a bookkeeper and in 
that glorious span of business life, 
he has been ever a leader. He 
served as president of the National 
Boot and Shoe Manufacturers As- 
sociation for two terms; was 
Mayor of Brockton and has been 
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a member of every trade body sent 
to Washington. 
As one of the trade’s great lead- 
ers, we salute him. 
* * * 


F they schedule 


a Father and Son tournament 
within the industry the next few 


se T 


years, place your money on the 
Corcorans of Brockton. 

While both sons of Joseph F. 
Corcoran, one a student at George- 
town University and the youngest 
at Brockton High, are capable of 
shooting an 85 or less with little 
or no effort, the many friends of 
their popular Dad are congratulat- 
ing him, on his recent showing at 
Miami, when m an open amateur 
tournament he worked his way 
right up to the finals. As a result, 
he returned north with a beautiful 
matched set of clubs and leather 
bag. 

+ 2 3 


Parent leather 
by the ton—The French govern- 
ment has limited the quota of im- 
ports of patent leather from the 
United States for the period April 
1 to June 30, 1932, to 31.4 metric 
tons, according to a report received 
by the Department of Commerce. 

“The reduction from the quota 
of 35.5 metric tons for the first 
quarter of the year is presumably 
the result of a deduction for ship- 
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ments admitted in excess of the 
quota during the first quarter,” 
the report states. 

Import quotas were established 
on several different articles by a 
decree of February 15 last. 

ee 2 


W. have found the 


original veteran shoe store sales- 
man, William Leads Cram, 8&8 
years old—who on April 23, will 
complete 45 years of active service 
with the Delano Shoe Store, Main 
Street, Brockton. 

Mr. Cram, a Civil War veteran, 
who for many years has been first 
man on the job each morning, 





opening the store at 7 A. M. and 
working through each day until 
9 P. M. Saturday is soon to retire. 
Mr. Cram, though well along in 
years has been thrifty, saved en- 
ough to “carry on” for his remain- 
ing years, likes the movies and 
wants to tell the world in general 
that a retail salesman’s berth in 
the shoe store is heaps better than 
a lot of other jobs and if a sales- 
man saves his pennies, he'll be 
fairly certain of a long life which 
he most likely would miss—were 
he to watch the ticker tape in a 
Wall Street office. 


* * x 


( cnpeniiiiion to the 
Binghamton Sun, for not only 
does it give a shoe page daily but 





it runs feature ads with a big illus- 
tration and text as follows: 

“Scuffed shoes—runover heels— 
will spoil the best P. A. (personal 
appearance). Making old shoes 
last just a bit longer is the surest 
way to ruin your P. A. Like a 
sore thumb, they seem to have the 
uncanny knack of attracting atten- 
tion! What good does it do to 
have a smart collar and tie and a 
good looking suit, if your shoes 
spoil it all! Surely, you can see 
the false economy of it. Get a 
new pair now.” 


: Carruthers, of 

Dun Deer Sandals, Inc., Auburn, 
N. Y., records orders from Dur- 
ban, South Africa, Japan, China, 
Germany, Holland and Cuba and 
tells us: “Believe it or not, every 
one of these accounts give credit 
to the Boot AND SHOE RECORDER.” 
It also seems that young ladies 
in private schools in most every 
state in the Union have found in- 
terest “in the classical Grecian 


mode.” 
* * * 


= D. Maggio, 
shoe cobbler of Corning, N. Y., is 
to be commended for his kindness 
to children. Any teacher in the 
city schools who finds a child need- 
ing new soles on worn out shoes, 
can have his or her shoes repaired 
free of charge at Louis’ place. His 
modest little charity is now ex- 
panded through a gift, by an un- 
named benefactor, of a lot of sole 
leather. 

He has tapped hundreds of pairs 
of shoes for the children of Corn- 
ing. Quick to realize the worthi- 
ness of Louis’ plan, citizens flocked 
to the cobbler’s shop, bearing all 
kinds of shoes for repair and dis- 
tribution to distressed people. 
What’s more, they paid the cost 
of the repairs. 

So you see, there is more to a 
good deed than just the social ser- 
vice. He has done so good a job 





WAITING AT THE CHURCH 


It must be embarrassing to be at the 
church waiting for the young lady to ar- 
rive and then to discover at the last minute 
that she has given you the air. 

I greatly fear that many business men are 
going to be found waiting at the church 
for Miss Prosperity—for she is very much 
sought after these days; in fact, is the most 
popular young lady we know of. 

So, it’s a safe bet that she herself is not 
going a’wooing. If she is to be won, it will 
be by a brave cavalier who won’t take “no” 
for an answer, but is willing to work and 
fight for her favors and who will prove a 
good spender in her sight, because Miss 
Prosperity hasn’t any use for a weakling or 
a tight-wad. 


President 


satan 





that he now says, as he goes 
happily pegging and sewing away : 
“Give me more children’s shoes 


to work on.” 
x * Ok 


P eggy Sage, of 57th Street, 
New York City, has profited by 
the barefoot sandal vogue. She 
now paints and polishes all the 
digits. She offers a choice of 21 
shades for tinting toe-nails. Toe- 
nails and finger-nails should be en- 
sembled in color. Black nails, 
though daring, are chic. White 
or pink pearl nails, tipped with 
either gold or platinum were worn 
at Winter resorts this Spring. 
Bronze is a novel tint. Women 
who like to ensemble their cos- 
tumes go in for violet, jade, sap- 
phire or amethyst nails. 

es oe 


The Chamber of Commerce 


of Salem, a city of rising 40,000 
population, reports that during its 
fiscal year, just closed, it banned 
100 advertising schemes which, in 
its opinion, did not conform to its 
standards of what good advertis- 
ing should be. And every one of 
them was offered by promoters 
from out of town—many of them 
relating to retail merchandising. 
The savings to merchants more 
than paid the membership fees. 


They call him 
New England’s prospector BUT 
don’t let that fool you for he’s no: 
a weather beaten old man of th: 
mule and pack train but a rathe 
dapper young fellow with a kee: 
eye for patterns, leather and othe~ 
component parts of the shoe a, 
well as an uncanny hunch for pick 
ing shoe accounts and putting hi. 
proposition over as well as exploit- 
ing his company’s slogan “Thar’s 
Gold in Them Thar Hills.” 
Yes indeed, it’s none other than 
George E. Hill, sales manager and 


Ass 


directing genius of Hill Bros. oi 
Hudson, Mass.—makers of popu- 
lar priced men’s shoes, the eldest 
of four young New Englanders 
whose name lends itself most fit- 
tingly to all their advertising copy 
—the Hills of Hudson. Mer- 
chants will also testify that George 
Hill’s eagle eye is exceedingly 
good on the fairways at the Con- 
cord Country Club, where the 
“Prospector” has little trouble in 
unearthing a card around the 80's 
on his frequent visits to this New 


England course. 
* * * 


New York Hide Exchange 


reports continued downward trend 
and new record low levels estab- 
lished during the week ending 
April 1. The down movement in 
values was accompanied by brisk 
trading—turnover being the larg 
est in several weeks—sales for the 
five-day period totaling over 12, 
000,000 pounds. 

A lull in activity in leathe: 
and shoe manufacturing circles 
coupled with the declining move- 
ment in the spot hide markets and 
weakness in the securities market 
brought forth liquidation and 


hedging. 
* 


‘Shes Los Angeles Times, 


for the one-third page of fre« 
advertising, illustrated, stating: 
“For a smart P. A. (personal 
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appearance ) start with smart shoes. 
She never said a word all evening 
about his shoes, yet he felt sure 
this one error in P. A. had made 
an unfavorable impression. It 
caused a totally unnecessary bar- 
rier between them. Neglect of 
shoes (considering today’s low 
prices) is almost inexcusable. 
Don’t you agree?” 


#T Down To 
UNDAMENTALS 


Walker T. Dickerson 


believes that many a tried and 
true last and shell is being appre- 
ciated these days by the merchants 
because: “continuity of style and 
fashion is the foundation of all 
successful shoe merchandising— 
tle ‘Fluff and Feathers’ of danger- 
ously high styled fantasies, ridicu- 
lously low priced, is the unobserved 
‘snag’ that has and is wrecking 
many large and yes,—small op- 
erators. 

“*Price-Problem’ is the big ‘IF’ 
to all merchants—profit is based 
on a percentage of selling price— 
what is the highest price at which 
attractive shoes can be merchan- 
dised profitably in volume and with 
the least sales resistance ?” 

x 


L. E. Massey, 


who took over Artcraft Footwear, 
in the exclusive Connecticut Ave- 
nue section of Washington a 
couple of years ago has few com- 
plaints against present business. 
While the Halls of Congress re- 
sound with debate about the de- 
pression and remedies therefore, 
official Washington has been draw- 
ing the same old salary and keep- 
ing up a steady round of social 
functions. Mr. Massey has rade 
a consistent play for the high 
grade trade. He “dopes out” ex- 


treme styles that manufacturers 
tell him are sure to be “flops,” and 
puts them over. His customers 
like unusual shoes and are willing 
to pay for them within reason. A 
good portion of his business is 
done on special orders. He 
watches his credits closely. Check- 
ing credits in Washington, he says, 
is more of a job than selling shoes. 
os. & 


The Bostori News 


Bureau reports crude rubber down 
to 3.68 cents per pound, a record 
low level, reflecting reduced con- 
sumption, continued high produc- 
tion and formidable stocks. The 
world’s supply of rubber, the great- 
est ever, is 586,768 tons, more than 
1,000,000,000 pounds, and more 
coming every day from the plan- 
tations. There’s enough crude rub- 
ber in the markets to supply the 
rubber factories for a year. The 
automobile industry, one of the 
largest consumers of rubber, ex- 
pects to increase its tire business 
by 20 per cent this year. But that’s 
only a drop in the bucket. Tre- 
mendous quantities cf rubber await 
manufacture into footwear, and a 
multitude of other goods. It may 
be that rubber sidewalks would 
help out. 


The shoemaker’s “seat,” 


such as that on which the famous 
Cobbler Keezar toiled, has been en- 
rolled in the lists of wares of art, 
and priced accordingly, even as it 
is with many other antiques, prized 
by collectors. And if a genuine 
antique seat cannot be had, then a 
reproduction serves. These “seats” 
serve for home decoration, as, for 
instance, by the fireside, where the 
seat itself make a comfortable 
chair, and the trays beside the seat, 
on which the shoemaker kept his 
work and his tools, serves for 
books, newspapers and magazines, 
and also for candy, the smoking 
kit and what not. 


Occasionally these old seats are 
used for fitting stools in retail 
stores. That’s to give the custom 
shoemaking atmosphere. One 
store, singular to relate, used an- 
tique milking stools, polished up, 
for fitting stools. Is there a chance 
to sell lap stones, such as those on 
which shoemakers pounded their 
leather to uniform substance, for 
door stops? A deal of romance 
goes with some of these old stones, 
for they were brought from the 
South Sea isles, or some other dis- 
tant shore, by men who “made 
their voyage” before they settled 
down on shore to make shoes. 


© Geaan a 
Hurt Tet? wu 


Absent minded clerk:—“Yes sir! You'll feel like a different man in these shoes.” 
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Quite early in his thinking- 
out-things process John Mahn saw two problems in 
his children’s department. The store must have a 
complete size and width range in order to fit and 
operate correctly in the staple numbers: It must also 
have a comprehensive and balanced style assortment, 
this too must be carried in a full range of sizes and 
widths. . 

Starting the first of the year, the stock was analyzed 
line by line to ascertain its present-day value. Those 
lines that were to be continued were repriced on to- 
day’s replacement plane. A new price schedule was 
agreed upon which was approximately about a dollar 
less than last year’s level. This meant that the Com- 
posite Shoe Store must necessarily add many new 
lines and discontinue some of the old ones. 

A heavy markdown was taken at the January first 
inventory as the policy is to revalue all shoes at the 
semi-annual check-ups at the actual present-day re- 
placement worth. In that way losses are shown in 
the period in which they occur and likewise the gains. 
This has long been the rule in John’s store. It has 
been the means of equalizing the profits and losses on 
many a peak and valley season, come to think it over. 

This year the need of making drastic cuts in the 
inventory was most apparent to all concerned in the 
store. Fred, the manager of the children’s depart- 
ment, proved his worth by spending many nights in 
pouring over size sheets and reconciling them to his 
proposed new stock set up. John was most insistent 


14 


WHAT THE 


Complete Size Range and 


> FIFTH INSTALLMENT in the RECORDER’S story of 
how John Mahn, shoe merchant and proprietor of the 
Composite Shoe Store, revamped his business to make 
it conform to existing conditions and requirements. 
Previous chapters have told how this merchant solved 
the problems of competition, selection of price lines, 
readjustment of stock to provide for increased business 
on a smaller investment and clearance sales. This 
week’s story takes up the problems of the children’s 
department. While John Mahn is a fictitious character, 
his story is based on an actual study of shoe store 
conditions by the RECORDER’S editor and field editor 
to determine the trends of today in shoe retailing. 
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SHOE STORE IS THINKING 


Balanced Style Assortment Essential in 


Children’s Shoes 


that the stock be reduced in the logical manner of 
taking sizable reductions in the higher priced goods. 
He figured it good business to sell these shoes at a 
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ABOUT 


BACKBONE OF THE CHILDREN’S 
DEPARTMENT 


: 2% to 8. AAA to C widths. 
$5.00 and $6.00. 

Two-tone brown oxford, usually an elk and calf 
combination. 

All brown oxford. 

Patent one-strap, buckle. 

: 11% to 2. AA to D widths. 
$4.00. 

All brown elk oxford and moccasin. 
Two-tone elk and calf oxford and moccasin. 
Patent strap. 

Patent blucher oxford. 

: 8% toll. A to D widths. Prices $2.50 to $3.50 
(as in above run). 

: 5to 8. Ato D widths. Prices $2.00 to $2.50. 
(as above, but in addition the following boots 
in blucher and moccasins: Smoked elk, brown 
elk, brown calf, black calf, patent white elk.) 





Prices $4.00 to 


Prices $3.00 to 


lower figure in keeping with the present trend than to 
buy new low priced goods to meet the current demand 
for popular priced merchandise. 

These were necessary whippings, but prices must 
be brought down in order te dispose of the discon- 
tinued lines. The new order of things demanded that 
discontinued lines be completely thrown out of the 
store. The money received from the sale was plowed 
back in style and price replacements. What few shoes 
were left over from the sale were placed in one hash 
section. Not many, as the stock count of this section 
only totaled 0.9 per cent of the entire cnildren’s pairage. 

John was amazed to find that after three months 
of the present system of operation, it requires a much 
smaller amount of invested capital to satisfy a cus- 


‘ tomer’s wants from what it did under the previous 


scheme of things. In-stock shoes were in a large 
measure responsible for this agreeable showing in 
both the stable and pretty footwear. 

While changes were in order John felt it would be 
more logical if the growing girls shoes were consid- 
ered with the children’s, instead of the women’s as 
heretofore. This was in spite of the fact that at least 
50 per cent of the sales in this department are made 
to women who wear low heel shoes either for general 
utility or who want sports shoes at a nominal price. 

[TURN TO PAGE 38, PLEASE] 








What's Become of Advertising 


ls the Newspaper Losing or Gaining 
Strength as an Advertising Medium ? 


l. everything cheaper? Don’t 
say yes too quickly. For there is one big item in the 
shoe merchant’s budget that has made a tremendous 
increase in cost during the past two years. 

What is it? Advertising results! 

It is no news to any of you that advertising no 
longer “pulls” as it once did. Immediately two ques- 
tions come to mind: 

1. Why is this? 2. What can be done about it? 

Among the many answers to the first question we 
may list the following as most important : 

1. The customer’s curtailed income make it physi- 
cally impossible for him to “respond” as he once did. 

2. The big stores are using so much space as to over- 
shadow the advertising of the smaller merchants. A 
fair sized ad of a few years ago is lost today. 

3. It is open to argument whether or not an honest 
firm’s conservative statements are discounted in the 
customer’s mind because of the extravagant claims 
made by less truthful competitors. 


4. The much discussed element of “fear” in the 
customer’s mind makes a stronger appeal necessary to 
persuade him to put his money in merchandise rather 
than in a savings account. 

What then can be done about it? Certainly the in- 
dividual merchant can do nothing about increasing the 
customer’s actual ability to buy. Nor can he per- 
suade his big store competitors to use less space so 


"his little ad can be seen. 


The things he can do are much 
easier to list here on paper than to put into practice 
out on the firing line. 

1. Investigate the actual dollar for dollar results 
produced by newspapers, direct mail and the othe: 
forms of publicity. (Not so easy to do.) 

2. Make his small ad so distinctive it will stand out 
among the big ads. (Everyone wants to know how 
to do that.) 
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By 
MURRAY C. FRENCH 


3. See that the items advertised have sufficient popu- 
lar appeal. If they lack that no amount of publicity 


will put them over. (If an ad fails, investigate 
whether the fault is in the 44 or the merchandise. If 
an ad pulls find which should get the credit. ) 

4. Find how to put more appeal into the windows 
and the whole store personality. (The A, B, C of 
merchandising. ) 

It’s a serious business, this analyzing of advertis- 
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BIG RETURNS FROM LITTLE ADS 


Can a shoe merchant make his small ad so distinctive 
that it will stand out among all the shrieking copy in the 
newspaper and get new customers, new ways? 

A small ad, backed up by the right merchandise, can 
pull more customers than the wrong kind of a big ad 
because an atom of truth can lick a broadside of bally- 
hoo. To accomplish this, however, the copy must be 
effective and the layout unusual. 

George Peirce and a group of merchants in Providence 
have been able to suppress exaggerated and untruthful 
advertising copy and to bring newspapers to the point 
of being more careful than ever about the use of copy 
they accept. He says: 

“To get the readers’ attention, we try to get the set- 
up and cuts in our ads different from anything else in 
the papers. We stay out of the papers in certain after- 
noon issues that are most crowded, and rush in when 
the ad folio is thinnest.” Other merchants express their 
views. 

In these times when every shoe merchant is eager te 
get the utmost in results from his advertising dollar, 
this article by Mr. French is pertinent and timely. 





And no two stores seem to reach the 
It turns out to be an individual 


ing results. 
same conclusion. 
problem. 

For instance, Harry Streicher, of Streicher’s, San 
Diego (one of the big ten in shoe advertising line- 
age), says: “In all the years we have been in busi- 
ness we have used mainly newspaper advertising. 
While in recent years it has been less effective, we 
are still of the opinion that, after all, newspapers are 
the best medium. We have never used direct mail.” 

Going up the coast to Spokane we find a different 
answer entirely. S. A. Schulein, of Arthur Schulein, 
Inc., reports: “We have been advertising regularly in 
the newspaper every Sunday. However, lately this 
has not given us the results we should like to have. 
Therefore we plan this year to use the newspapers 
cnly at sale times. 

“We feel that a certain amount of direct mail ad- 
vertising is good business. During seven months of 
this year we will use the radio three times a week.” 

[TURN TO PAGE 59, PLEASE] 





By 
MADAME HAMILTON JEFFRIES 


The secret of the success of 
any shoe is that of a perfect fitting shell. This should 
be the first accomplishment. After a shoe has proved 
itself to be a 65 per cent fitter, that shoe should be 
classed as a staple base shoe. The trim and combina- 
tions of shoes are studies in themselves, which should 
be discussed and detailed in a serious conferences— 


“Shell” of Shoe Determines Success 


Newness of trim, applied to basic patterns, 

provides the necessary fashion touch. Once 

proved in fitting qualities, the base of the shoe 
should remain unchanged 


gathered together for a conference, all bent on pro- 
ducing something new. In the desire to inject speed 
and new thoughts into the patterns, they forgot the 
fact that most of their real business was done on four 
types of patterns and about the same number of lasts. 
Under these circumstances they should have taken 
those four shells and four lasts, spent a few days with 



























not a one-man guess. the pattern company using the shell as the base and 
It is so easy to take a successful shell of seasons of have some patterns evolved bringing out the particu- 

proving and acceptance, and retrim or redetail, leav- lar shoe accomplishment, but in the new spirit. 

ing the body of the shoe alone. This practice saves money, nerves and speeds up 


Recently a group of style men and pattern men satisfaction. There is no risk in the base shoe. 
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me 
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Above are two basic “shells,” both of which have been big sellers for 

eight years. In these shoes the only changes from season to season are 

in the character of the trim and the buckle on the top shoe. The same 

shoes have been trimmed with a variety of tips, stitchings, underlays, 

appliques, and has been made in a combinations of materials and 
colors. ; 


At the left is a shoe recently broadcast by television by Virginia 
Chandler Hall, which illustrates the point. This simple opera pump, 
selected from the stock of the retail house of Bergdorf-Goodman, New 
York, is made into a formal late afternoon and dinner shoe, by the cut 
out treatment usually reserved for sandals. The combination of beige 
kid and brown patent is a new note. The costume and hat were imported 
by Kitty Gordon, New York 
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Gain Confidence of 
Mothers and Keep 
Faith With Doctor 


This Is Albert L. Golanty’s Prescription for Success 
in the Operation of a Juvenile Footwear Depart- 


ment and His Rigid Adherence to Proper Fitting 


Has Helped Pittsburgh Store to Show 


Remark- 


able Sales Record on Children’s Shoes. 


Attention to details in fitting and 
cooperation with orthopedic surgeons has, in a large 
measure, made the children’s shoe department in the 
Joseph Horne Company store in Pittsburgh outstand- 
ing among successful juvenile footwear departments. 

Sale of 4500 pairs of children’s shoes by this de- 
partment store in one week recently is attributed by 
Albert L. Golanty, buyer for this department, to ex- 


Effective displays in windows and within the store have been materially helpful in 


building good will for Joseph Horne children’s department 
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a 
ALBERT L. GOLANTY 


Buyer, Children’s Shoe Department, 
Joseph ‘Horne Company, Pittsburgh 


pert service and refusal to sell shoes where, in a few 
cases, they cannot be fitted properly to give entire 
satisfaction and comfort. 

“Gain the confidence of a mother, have her chil- 
dren’s feet fitted right—and she will come back. 

“Fill the doctor’s prescription for shoes exactly as 
specified, or do not fill it at all. Fewer shoes come 
back when this is done. 

“This, in a few words, tells why our 
sales are large and consistently good 
throughout the year.” 

Mr. Golanty insists absolutely that the 
salespeople he employs be experienced in 
fitting shoes for children, as nothing turns 
customers away like ill-fitting and un- 
comfortable shoes.” 

For this reason he keeps separate files 
for the prescriptions of foot specialists, 
so the store has a record to make neces- 
sary corrections in fitting when a second 
pair is purchased. Many customers for a 
corrective shoe have been brought into 
the store because samples of this type of 
shoe are displayed in the offices of these 
orthopedists, who tell their patients about 
them. 

Operation of the department is based 
on common sense principles, and the de- 

[TURN TO PAGE 56, PLEASE] 
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Modern Display Fixtures Impart 


>» The fixtures shown on these pages were 
sketched by a Recorder artist from the win- 
dows of various New York stores. They illus- 
trate the way in which the modernistic idea in 
art and decoration is influencing store decora- 
tion and the treatment of merchandise display. 
Many of these ideas can be reproduced at 
comparatively small cost by any shoe store, 
giving effects that are modern and attractive. 




















aaa 


1 and 2—Window signs. No. 1 appears in the Adler 

Shoe Store on 14th Street and is constructed entirely 

of wood. No. 2 is a special fixture in the window of 

Franklin Simon & Co., Fifth Avenue, and made of 
ground glass and metal. 


3—This is a special design for an artificial plant in the 
window of the Ansonia shop on Fifth Avenue. 


4 and 5—This very simple and effective use of wood 

was sketched from the windows of Stern Brothers, 

42nd Street. The wood is lacquered a brilliant yellow 
against a neutral shade of green for background. 


6—A special fixture from the window of McCreery’s, 
Fifth Avenue, in bakelite and metal. 


7—Bakelite and dull metal fixtures that nest, sketched 
from the windows of Weber & Heilbroner on Broadway 
at 34th Street. 


8—This display is in the Bootery windows, 42nd Street. 
It is made of natural finish wood with metal ring trim 
and metal balls. 
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Added Sales heed to Shoes 


9—Metal and bakelite special fixture in Franklin ——— 
Simon’s window, Fifth Avenue. 





10—Mirrors effectively used in Pedemode shop on 
Fifth Avenue. 


11—Another mirror in use at Macy’s store, 34th 
Street. Modern in treatment. It has a dull metal base 
and metal fluting. 











12—A very striking use of corrugated brilliant metal 
over simple forms. This display is in the window of 
McCutcheon’s store on Fifth Avenue. 


13—Saks-34th Street Store is using this for display. 
It is colored dark brown and tan. It takes up an entire 
window and has but few articles on the shelving. HN 





14—From the lobby windows at Macy’s, 34th Street 
and Broadway. This display is used for gloves and has 
a space reserved for the message. <t QU > 





15—Window background in white and silver from 
McCutcheon, Fifth Avenue. 


16—Simple forms that can be nested. They are covered 
with blue and silver paper and are set against odd 
shaped forms. In the Hanan & Son Broadway store. 


17—A very attractive display case and mirror from 
Macy’s new shoe department. The case is finished in 
natural wood with a black base. Mirror has a metal trim. 


18—Well designed window display at Andrew Geller 

Fifth Avenue store. The color scheme is light green 

with darker trim. Soft light comes through where the 

two perpendicular black lines appear. A silver curtain 
is hung in the archway. 











(A practical article on the use of window display fixtures will appear 
next week.) 
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What Can a Merchant Afford to Sell? 


The Public has been given everything 
in the hopes that it would buy a volume of shoes ; but 
the public is not interested in a surplus of shoes. It 
wants only. what it needs when it needs it and will buy 
few extras at any price. 

Because of this we sense a significant change in the 
“thinking-through”’ of the shoe merchant. He now 
also says: What can I afford to sell the public? That 
significant change in viewpoint indicates that he hopes 
te make a living wage for himself, his store and his 
capital. He has turned to quality and that means 
honest effort on all grades of shoes in all types of 
stores. The merchant has found that a “cheat” shoe 
at a cheap price, moved by cheat advertising eventually 
destroys his business. Far better to build up and to 
spend some time and effort in showing the public what 


it is getting in footwear and why the price is justified. - 


We are now endeavoring to find out what is the 
average cost per person, per day, in footwear. Our 
figures show that less than 3c per day, per customer 
is spent in footwear. In fact, the compilation now 
stands at 25gc per person, per day. Figure it out for 
yourself—not much for the splendid product and ser- 
vice given. 

One merchant writes: 


“T highly commend you for the splendid edi- 
torial, ‘Beware of Scavengers.’ While this com- 
mendation may appear very strange coming from 
a dealer who temporarily is distributing cheap 
shoes—nevertheless you cannot hide the truth— 
cheap shoes are cheap shoes and have proved 
profitless to both manufacturer and dealer and 
worthless to the consumer.” 


A decided change in the nature of thinking by the 
retail shoe man brings him to the point of believing 
that the public can be taught an appreciation of honest 
values—quality in the meaning of “grade-integrity.” 

There has been too much exaggeration of thrift in 
footwear. The public is still buying hundreds of 


“what-nots” representing less in value and service 
than a good pair of shoes. 

A certain percentage of shoes may be needed in the 
cheap grades, but there also is a market for shoes in 
all grades. We sense a return of the appreciation of 
better quality and the fact of its ultimate economy. 


Who Pays For Shows? 


HIS issue presents the case of the National Shoe 

4 Retailers Association in behalf of their annual ex- 

position and convention in Chicago, January 8 to 11. 

President A. H. Geuting presents the retail associa- 

tion’s case and replies to the statement by President 

Roger A. Selby of the National Boot and Shoe Manu- 
facturers’ Association. 

Now the subject is up for consideration by the en- 
tire industry. But first let us throw a little light on 
“who pays?” It is the contention of the manufactur- 
ers’ association that they deserve the right of saying 
how their money is to be spent and where and how the 
show is to be run. 

The retailers’ association counters with the state- 
ment that it brings the buyers to the show because of 
the convention and that the manufacturers should pay 
for the privilege of showing shoes at the same time 
and place. 

Both ideas are true in part but in the last analysis 
the public pays’ for all the charges on industry. An 
annual show is an ultimate charge against the price of 
a pair of shoes—but two annual shows so close to- 
gether may develop duplication and economic waste 
and are not to be tolerated in a year when everyone is 
striving for efficiency. The government today is fac- 
ing a problem of cutting its budget, eliminating waste, 
extravagance and duplication: What is the term “in- 
dustry” but a government of a trade by its national 
bodies. It, too, must do as the government has done 
—consider the costs. What will the verdict of indus- 
try be? 
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SCOOPS THE SHOE 
WORLD WITH THE 


Hot-Cine Sanda 


All the Best Selling Points 
of the Sandal Idea in One 
Grand and Glorious Style! 


Just as Ziegfeld scooped the Show World with the sensa- 
tional Revue “HOT-CHA,” Shu-Stiles popular ‘’SPECIAL”’ 
Shoe line scoops the Shoe World with a timely new Sandal 
that will undoubtedly surpass the records of the “Black Bot- 
tom” “Scandal” and other famous Shu-Stiles-Hits of former 
seasons. Let’s Gol The entire line is on the floor right now! 


THE VALUE HIT OF 
A VALUE YEAR AND ‘> 4 5 
WwW 


ON THE FLOOR NOW 


BLACK PATENT LEATHER 
7879 (20/8 F. B. Louis) 7880 (15/8 
Covered Cuban) 


WHITE KID...WHITE LINED 
7881 (20/8 F. B. Louis) 7882 (1 " 
Covered Cuban) 4 


WHITE Sandalin LINEN 
7883 (20/8 F. B. Louis) 7884 (15/8 
Covered Cuban) 


NATURAL Sandalin LINEN 
7885 (20/8 es een 7886 (15/8 
n 


Covered 


PARCHMENT KID 
7887 (20/8 F. B. Louis) 
7888 (15/8 Cover 


rahi. as eed 
Mats of shoe and 
name upon request 
with your order. 


Sizes runs.. AA 514-8..A414-8 Terms: 2% 10 days; 
B314-8..C314-8, Net 30 days. 


yles 
Except Red & Green vada B only 


SHU-STILES, INC. ¢ 1330 WASHINGTON AVE. ¢ ST. LOUIS, MO. 
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Founded 72 Years Ago, Pokorny’s 
Is Still Growing 


Romance of a Business, Started by a Blind and 
Crippled Cobbler Who Had the Vision of 
Service and Ideals of Better Merchandising, Stil 
Enthralls Descendant Who Guides the Destinies 


RALPH P. LEVEY 
President of Pokorny’s, New Orleans 


Sevemy-twe years ago a blind 
and crippled cobbler named Pokorny founded a shoe 
business in New Orleans with his two sons, John and 
David, as assistants. Today Pokorny’s is the largest 
operator of Shoe 
stores in the city, 
and the _ active 
management, as 
well as the pres- 
idency, is in the 
hands of the blind 
and crippled foun- 
grandson, 
Ralph P. Levey. 

If there ever 
was romance in 
the shoe business, 
as well as devo- 
tion to certain 
standards of mer- 
chandising and 
operating a shoe 
store, they are to 


24 


Front of newest Pokorny store at 738 Canal Street, New Orleans. 
modern, masculine treatment carried out in black vitrolite and shining monel, also 
the abundant window display space. 


of Old New Orleans Firm 


be found in this family. From the small shop on 
upper St. Charles Street, near the St. Charles The- 
ater, to the present modern store at 738 Canal Strect 
is a far cry, but it is also a story of steady, intelligent, 
persistent work and well earned expansion. 

The business founded by the elder Pokorny pros- 
pered during his lifetime and soon moved into larger 
quarters farther down on St. Charles Street, where 
the rents were higher. The sons, John and David, 
not only cared for selling in the city, but soon had 
salesmen on the road and still the business grew, even 
after the death of the founder in 1902. The present 
manager, Mr. Levey, guides the operation of four 
shoe stores—two 
under the name of 
Pokorny and two 
under the name of 
Reg ent—to say 
nothing of manag- 
ing the real estate 
properties of the 
Pokorny _ estate, 
the valuation of 
which reach a nice 
figure. 

It must have 
been a job to build 
this business to its 
present size. And 
it is a job not only 
to keep it there, 

[TURN To P. 59] 
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HOSIERY 


Interior of John P. Lund’s shoe store in New Haven, recently enlarged and improved. 





Built Successful Shoe Business 


by Fitting 
Children 
Properly 


And So Lund Store in New 
Haven Is Obliged to Expand 
When Many Family Shoe Stores 
Are Experiencing III Effects of 
Economic Readjustment 


The juvenile department, increased in size, occupies space in the rear. The store is 


185 feet deep, the addition being 55 feet in depth. 


Wen a shoe retailer finds 
it necessary to increase his floor space by more than 
one-third in a year such as 1931, the inference is 
that this retailer has done something out of the or- 
dinary in the way of merchandising that has en- 
abled him to accomplish results far beyond the 
average. 

John P. Lund, proprietor of the shoe store bearing 
his name at 845 Chapel Street, New Haven, Conn., 
announced the official opening of his enlarged quar- 
ters on Dec. 7, last. The addition, which brings the 
total area of the Lund store to 4,625 square feet, one 
of the largest ground floor shoe stores in New Eng- 
land, was conceived and built while economic read- 
justment was causing most merchants to curtail ex- 
pense instead of increasing. 

Mr. Lund’s sales in 1931 were ahead of 1930, and 
he holds an optimistic view of the future. Further, 
the addition recently completed was not built with 
the idea of taking advantage of current low construc- 
tion costs, but because business expansion made it 
imperative. Every inch of the added space is in use. 
The move was made not to provide for “possible fu- 
ture expansion,” but to take care of an immediate 
need. 

The principal reason for the store’s growth, in Mr. 
Lund’s opinion, lies in its catering to the juvenile 
trade. This division of the business has been show- 
ing a consistent increase year after year and in the 
past seven years has made remarkable strides. 







Correct fitting, carrying of a good range of styles 
and sizes and, most important of ail, every obtainable 
width, have built consistent repeat business in the 
juvenile field, and resulted indirectly in much adult 
trade, Mr. Lund told Boor & SHoE REcorpDER. 

“It is impossible,” Mr. Lund said, “to get a so- 
called scientific turnover where all sizes and widths 
are carried, but it gives us the satisfaction of knowing 
that we are able to furnish proper fittings, which after 
all is more important than a 10-times-a-year turn- 
over. Asa result of the care we exercised in fitting 
children 25 years ago, we are fitting the children of 
those children today.” 


The juvenile department 
now occupies a large part of the added space in the 
store. Installation of the most modern juvenile 
settees, animal and musical chairs and toys has served 
to increase greatly the attractiveness of the store for 
children, and a further increase in business in this 
department has already been noticed. 

The customer is NOT always right in the Lund 
establishment. With regard to his concern’s policy 
in this regard, Mr. Lund says: 

“The most difficult part of our work is to adjust 
complains satisfactorily. This is a problenr faced by 
shoe dealers everywhere. Complains, both just and 
unjust, appear to be increasing. We will not make 
[TURN TO PAGE 59, PLEASE] 
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ELPING DEVELOP “STAND BY” CUSTOMERS 
MUSEBECK SHOE CO. 


DANVILLE, ILLINOIS 


STANDARDIZE 100% ON RUBY KID 


~ ok + 
47 -_" 


“No man can be counted a real customer unless the shoes you 
sell him will bring him back for a second pair.” 


This is the major sales text which the Musebeck Shoe Co. is 
constantly stressing to its customers. 


And this is how one of their retailers testifies to the consistent 
salesmaking power behind Musebeck shoes: “We have found 
that customers are coming back for their second and third pairs 
of Musebeck shoes and are better pleased than they have ever 
been. In addition to this we have taken on many new cus- 
tomers. 

“We have no hesitancy in recommending Musebeck shoes to 
any merchant who wants to build a solid business on shoes that 
will repeat.” 


Establishing a quality platform and rigidly enforcing its carry- 
ing out is the operating plan at the Musebeck factory. 


























Selecting every major material that goes into their shoes and 
adhering strictly to their use—but only so long as those ma- 
terials continue to meet Musebeck quality requirements. 

That they have steadily standardized for so long on RUBY KiD 
is all the more significant to those who know their quality 
standards. 


JOHN R. EVANS & CO. 


CAMDEN, NEW JERSEY 


Cincinnati St. Louis Boston 
Rochester Milwaukee Philadelphia 
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( / ) 
CLANS VITOQSCOL 








FVANS LEATHER 
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OMAHA RARIN’ TO GO! 


Shoe Merchants Plan to Discuss 
Problems Once a Week; Roose 
Points Out Evils and Their Remedy 


be 


Judging by the reception 
accorded the suggestion, the retail — 
shoe men of Omaha, Neb., includ- 
ing most of the salesmen on the 
floors of the shoe departments and 
shoe stores in the city, will here- 
after meet once a week at a lunch- 
eon club, to talk over current prob- 
lems of the trade and probably to 
take action leading toward a better- 
ment of the craft in that city. 

The leading spirit in this new 
plan for cooperation is Walter C. 
Roose, manager of the shoe de- 
partment of the Nebraska Cloth- 
ing Company. Walter is a natural 
erganizer. Digging back into history we find Walter 
as the organizer of the Retail Walk-Over Shoe Asso- 
ciation, a year before the National Shoe Retailers 
Association was formed. 

He has been in Omaha in his present position for 
about two years, long enough to discover many things 
wrong with the shoe business in that city. With his 
natural instinct for organization and a strong belief 
that many of the evils of the trade can be remedied 
by constructive cooperation, he issued a call for a 
dinner, held recently at the Paxton Hotel, Omaha, 
and some sixty odd shoe men responded. Then Mr. 
Roose sprung the idea of a weekly luncheon meeting 
of shoe men. Manufacturers, traveling men, shoe 
merchants and their salesmen are all invited to join 
the luncheon club and to participate in the meetings, 
tentatively set for every Friday, when they are in 
Omaha. 

In sketching out the need for cooperation and list- 
ing possible accomplishments Mr. Roose said: 

“What we are most interested in is the ‘comeback’ 
of the shoe business, particularly in Omaha and in 
Nebraska and surrounding States. What haven’t we 
been doing that we must and should do? 


WALTER C. ROOSE 


A 


“In 1930, Omaha’s population 
was 214,006 people. The Omaha 
trading area contained 452,000 
people. All retail store sales were 
$124,519,429, or a per capita sale 
of $5.79. Retail stocks of all stores, 
$17,069,598. The wholesale ratio 
of stock to sales was $1 to $7.30. 
Retail shoe sales in 1930 were $2,- 
283,972, and retail shoe stocks 
were $741,631. The ratio of stock 
to sales was $1 to $3.08. Total 
stores in Omaha amounted to 2702, 
while shoe stores numbered 53. 
The food group sold $24,818,054 
or 20 per cent, and the auto group, 
$23,495,566 or 19 per cent. 

“If each of the 53 shoe places got an equal share of 
this Omaha retail shoe business each would have 
sold $23,500. 

“Before we can sell any article of wearing apparel : 
clothes, shoes or anything else 40 per cent of each 
earned or rather each dollar expended in Omaha goes 
for food and auto. The last 60 per cent is partly 
ours if we can get some of it. 

“HOW CAN WE GET MORE SHOE BUSI- 
NESS INTO OUR STORES? That is the vital 
question. If solved will make us all happier and en- 
able us to live more enjoyably. As near as the speak- 
er can find out retail store expense with all the sacri- 
fice and effort is cut less than 5 per cent of our peak 
expense. Our retail volume in dollars—on which all 
running expense is based—is from 20 per cent to 50 
per cent lower than figures of 1929. 

“Tt is, therefore, up to the shoe executive to pare 
all possible expense where savings can be made. | 
do not believe it is possible nor is it sound, to try to 
pass the added cost of doing business on to the 
wearer of shoes by excessive mark-ups. The integrity 

[TURN TO PAGE 40, PLEASE] 
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Walter Booth announces a new and dramatic 


idea in American shoe making and selling 


aQID 


AUTHENTIC FASHIONS FOR ALL 
OCCASIONS TO RETAIL AT $5 to $6 


Nationally Advertised 


Are you ready for the New Opportu- 
nity? This vital, original idea is planned 
and executed, from original conception 
to final sale in the store, to help you 
sell more shoes to each customer and at- 
tract a new-spirited trade to your store. 

Never before in the history of Amer- 
ican shoe making has such a move been 
made to create additional business 
without sacrificing present volume on 


any good line. 


The Crosby Square Group is a move 
for multiple sales to each customer be- 
cause it presents faithful reproductions 
of the Authentic Fashion for each 
special occasion. 

The price is amazingly low for such 
fine shoes. But price loses its present 
all-importance and assumes its proper 
position in the sale as only one of many 
reasons for buying. Nowatlast youhave 
shoes plus Ideas—not prices—to sell. 


+ CONTINUED ON NEXT PAGE 
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This is a Group of Authentic Fashions—not a “line” of “styles.” The shoes from which 
they are reproduced originate in the fashion centers of the world, principally England 
and the United States, and are worn by the well-dressed men who establish the fashions. 
Each shoe is the authentic fashion for its special wearing use. Each is made over a 
special custom last, authentic in every tiny detail. Crosby Square shoes, from the last 
itself to the final stitch, are true reproductions of the English character and sense of 
fashion fitness—a blending of English spirit with American shoe making skill. . . . The 
Crosby Square idea gets back to fundamentals. It answers the known weaknesses in 
American shoe making and marketing. It comes today at the right time, when the 
customer’s impulse to make his shoes serve through another season is stronger than 
ever before. The Crosby Square Group opens the way to additional sales volume, 
greater profit. You are invited to write for more complete information at once. 


No. 610 Crosby Square. Walk with the Walter Booth fash- 
ion observer in the shadow of the spires of Oxford—go 
with him along the river paths ‘“‘at the backs” over the 
soft English grass—and notice this shoe, worn by young 
Englishmen in tweed coats and flannel trousers, puffing 
the proverbial briar. For this is the typical shoe of the 
Oxford undergraduate. A shoe that is comfortable in every 
inch, and yet ‘“‘a gentleman’s shoe” down to the last 
stitch. Then go to the Walter Booth factories at Milwau- 
kee and see this same shoe, made over the same last, 
in production as a unit in the Crosby Square group. 


No. 625 Crosby Square. Accompany the Walter Booth 
fashion observer in a stroll on the Mall, near Buckingham 
Palace, or up St. James’ Street from the home of the 
Prince of Wales, any morning before lunch, during the 
London season, and you will see this shoe on half the 
peerage. Come back to St. James’ Street at the cocktail 
hour, and you will see it worn by “young men who are 
probably in the Guards,” entering the leading clubs. For 
this is the typical English straight custom last. In this 
country it is staple in the wardrobe of well-dressed men, 
from polo players to financiers. It will sell to any man 
of taste—in the Crosby Square group. 


athevte 5 ae! ae for Special A Icastonms » SPORT » WALKING « TOWN - DRESS 
NATIONALLY ADVERTISED 


F Boot AND SEOF RECORDER eee 
34 combining THE SHOE RETAILER, April 16. 1932 





Booth 
ham 
of the 
2 the 
If the 
cktail 
O are 
. For 
» this 
men, 
man 


1932 



















NATIONALLY 












No. 635 Crosby Square. At the Embassy Club in London, 
at the Central Park Casino in New York—at the Crillon 
‘in Paris, at ‘‘the best addresses” on Park Avenue—in fact, 
wherever well-dressed men are to be encountered in the 
evening, you will see this patent leather evening oxford 
with relatively high heel and high instep. We haven’t tried 
to “adopt” it, to popularize or “improve” it—we’ve re- 
produced it in full fidelity to its every classic contour. 
Here is an instance of how the Crosby Square group 
features the right last for the right purposes—in welcome 
contrast to the habits of the average volume shoemaker. 























No. 615 Crosby Square. Go to the New York Stock Ex- 
change and keep your eyes off the “big board” (that ought 
to be easy) but keep them on the floor. Notice with what 
frequency you see this blucher oxford of smooth black 
calf—and notice that it is being worn by the best turned 
out members of the best dressed group in the country. 
These men may no longer influence the average man’s 
pocketbook, as they did in ’29, but they influence his 
dress habits, whether he knows it or not. That’s why this 
shoe is in the Crosby Square group, which means that 
this shoe will sell, as a high fashion, at a volume price. 


WALTER BOOTH 
302 North Broadway 
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No. 640 Crosby Square. Yale men have begun to favor a 
golf shoe of cordovan colored calfskin, cut along moccasin 
lines— but ‘‘a moccasin with a college education,” dressed 
up and refined into the smartest golf shoe of many a sea- 
son. It wasn’t strictly their own idea, of course—we 
watched this shoe grow and spread from Palm Beach to 
Aiken—and you can watch it spread, as it certainly will, 
all over the country. You can do more than “watch,” 
however, if you stock and feature the Crosby Square 
group. You can sell it and sell it while it’s hot, while it en- 
joys the natural impetus of fashionable novelty—at a price 
that lowers buying resistance to the irreducible minimum. 


WHRKNEID 31hb OF Cmeelus 
V4 €. 


















No. 605 Crosby Square. Princeton is frankly snobbish— 
its social leaders are inclined to look down on the “big 
men on the campus” at other universities. Yet as Prince- 
ton goes, so goes the nation in matters of young men’s fash- 
ion. And the gilded youth at Princeton have lately had 
their brogues, the perennially favorite footwear of college 
men, cut over an English custom last, with the wide flange. 
That means that before very long, even in fresh water 
college towns, the boys are going to be asking for this newer 
brogue. And that means both profit and prestige for the 
merchant who has it, in the Crosby Square group. 
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SHOE COMPANY 


Milwaukee. Wisconsin 
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N. S. R. A. Replies 


‘te National Shoe Retailers 
Association has requested publication of the fol- 
lowing press release: 

The statement issued by Roger A. Selby, president 
of the National Boot & Shoe Manufacturers’ Asso- 
ciation, last week to the members of his association, 
and to the trade journals for publication to the indus- 
try, purporting to set forth the reasons why the re- 
tailers’ and manufacturers’ associations were not able 
to reach an understanding for merging their respec- 
tive conventions and exhibits of shoes, has brought 
forth the following statement from President Geuting, 
speaking for the retailers: 

“At our conference there was a frank and friendly 
discussion of whether the two conventions and shows 
could be merged. They came at our invitation to sub- 
mit any proposition they had to make in that direc- 
tion, 

“President Selby’s description in his statement of 
the proposition he submitted on behalf of his associa- 
tion is substantially correct, although he entirely omits 
making mention of the reasons advanced by our com- 
mittee why the plan was not acceptable, thus tending 
to create a prejudicial feeling in the trade that the re- 
tailers had acted in a selfish, arbitrary manner. 

“In presenting the manufacturers’ proposition, 
President Selby said, in substance: 

“First: That the Manufacturers’ Association rep- 
resented the manufacturers, and that it was its prov- 
ince to run their own show at a time it thought best 
in the interests of manufacturers, which would re- 
flect its advantages in the retail trade. 

“Second: That the Manufacturers’ Association 
deemed the National Shoe Retailers Association nec- 
essary and advantageous, the financing of which 
should be helped by member of the Manufacturers’ 
Association and others who patronized their show, 
provided we gave up our January show and accepted 
their invitation to hold our annual convention in New 
York during the time of their show. 

“In short, we explained that their plan of cooper- 
ation, in the estimation of our committee, meant 





86 





by Manufacturers About Shows 


By ANTHONY H. GEUTING 


President of the National 
Shoe Retailers Association 


to Statement Issued 


that the Retailers’ Association would be subsidized, 
that our income would be more or less regulated 
by acceptance of the cooperation offered by the 
Manufacturers’ Association and, secondly, our com- 
mittee knew from experience, and so stated, that 
the week of December 5 was not an appropriate 
time for large numbers of retailers to leave their 
business to attend a convention, and that plans for 
our convention must be made to conform to what 
we knew would be most acceptable to the retailers 
of the country. From these several viewpoints our 
committee was certain our convention would be a fail- 
ure if held in December in New York. 

“Now with regard to the manufacturers’ offer to 
help finance our Association, there is a marked dii- 
ference between accepting a subscription from their 
association and of manufacturers paying fees when 
they attend our convention to display their lines as 
individual firms. Our convention has provided man- 
ufacturers an opportunity to meet thousands of re- 
tailers who come to our meetings for the purpose of 
gaining something that will help them in their busi- 
ness, to meet on common ground the manufacturers 
or their representatives with whom many of them do 
business and discuss matters of mutual interest. 


“The investment they made in 
display rooms is in payment of the opportunity thus 
provided and is no different from the plan under 
which the Manufacturers’ Association operates its 
show. 

“It is similar to their plan also, in that what they 
call ‘entrance’ fees, we call ‘participating’ fees. These 
fees, like ‘entrance’ fees for their show, are used to 
advertise our show and for other expenses incident 
to building a convention that draws thousands of re- 
tailers and any surplus left is used for increasing and 
enlarging the services of the association. The manu- 
facturers’ plan does not involve any percentage of 
profits or commissions to the management, and the 

[TURN TO PAGE 56, PLEASE | 
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A New Ultra Modern 


a Rich Profitable Field 


A refreshingly new and practical adaptation 
of style in Junior girls footwear. An ex- 
hilarating departure from conventional 
trends, opening new vistas of selling possi- 
bility. Extremely different—yes, yet so 
thoroughly tempered with sound judgment 
that Silhou-welts by Pied Piper have been 
accepted and welcomed in the trade. De- 
mand has exceeded production since the 
initial showing on January Fourth. 


Shoes outstanding enough to win such 
success in 1932 have certainly earned 
your consideration. Write for com- 
plete descriptive circular—now on 
the press. 


WAUSAU, WISCONSIN 


Specialists in Juvenile Footwear for more than 
seventeen years 
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What the Shoe 


[CONTINUED 


Then again, knowing the buying psy- 
chology of women as a violinist knows 
his instrument, John knew buying shoes 
in a growing girl’s department would 
appeal to the average women from one 
of two angles: thrift or a feeling she 
was complimented in regard to her age. 

Style shoes form about 25 per cent 
of the entire stock and are carried 
from AAA to C, while the staples are 
stocked from AAA to D in the 2% to 
8 or growing girls’ run. In the misses’ 
and children’s runs, AA is the narrow- 
est width carried. 


Lost Sale No Crime 


“Just what do you consider the 
staples?” John asked Fred one day 
when the reconstruction plans were 
under fire. Then and there was com- 
pleted what was considered a schedule 
of the styles which should constitute 
the backbone of the children’s depart- 
ment. When the new price range was 
added, the information was completed. 
It was agreed that Fred. was respon- 
sible to see that complete sizes on the 
staple list were always either on hand 
or on the way to the shelves. 

Missing a sale on one of the style 
shoes for lack of a size was not to be 
considered a major crime in the oper- 
ation of the department, but woe betide 
Fred should it be shown that a size 
was out of stock, and not on order. 

For many years John operated his 
children’s department according to the 
usual custom of having a season's sup- 
ply come in at the beginning of the 
season. That, in a measure, was due 
to his distance from the market and to 
it being the usual thing to do. Often 
from 4 to 6 pairs on a size were bought. 
Customers, however, do not buy accord- 
ing to a size schedule, day by day. 

Over a period their buying wants 
may be charted, but not by the day or 
week. Many times it seemed as if all 
the 10B children in town bought shoes 
on one day, so one good day’s selling 
would completely clean out one size, 
This unbalanced stock irked. John, for 
with sizes to be made up it would al- 
ways be some time before a worth- 
while order might be placed with the 
manufacturer. Then another delay in 
waiting for the shoes to be made and 
shipped. 

This department now operates on 
precisely half the amount of money re- 
quired in comparison with a year ago. 
The stock is cleaner, missed sales from 
other sizes or styles are rare indeed; 
odd lots are down to a minimum, as 
the shelves carry balanced representa- 
tive lines of fresh goods. 

Even with such a good buyer of 
children’s shoes as Fred, bad buys will 
occur once in a blue moon. So, with 
the goods coming practically all from 
stock, it is possible to place small trial 
orders. Then, if the pattern proves a 


judgment of the store or the sale is 
not made. 
sistent that his store will not knowingly 
be a party to misfitting anyone, either 
a child or an adult. 


Store Is Thinking 
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short order. 

Present operating methods as worked 
out by John with the help of Fred call 
for a sizing up of the stock at least 
once a week, or oftener if need be. It 
is never necessary to carry over two 
pairs on the good selling sizes and one 
pair on the balance of the stock. Or- 
ders are in the air mail each Saturday 
with replenishments back on _ the 
shelves the following Thursday, coming 
a distance of over 1000 miles. If a big 
hurry for a single pair comes up, it is 
possible to get the shoes by air mail in 
36 hours’ time. 

John Mann has given his children’s 
department more than passing thought. 
While he has no children of his own, 
he likes them and understands them. 
He knows, too, that no family shoe 
store can exist very long unless the 
children are well served in every par- 
ticular. Repeatedly he has given voice 
in private and in conventions to his 
conviction that when a family shoe 
store ceased to attract the children, 
then that store was on its way out. 
The very foundation of the children’s 
shoe business, John reasoned, rests on 
the intelligence, knowledge and judg- 
ment of the parties sitting on the fit- 
ting stool. He figured out the three 
essentials to proper fitting to be: 


Shoes which are expertly fashioned. 
Shoes in a complete range of sizes. 


And most important 


Humans who understand children and 
know how to fit correctly. 


Women as Salespeople 


Women make good salespeople, as 
they seem to get along with children 
better than many men. If the women 
are trained right, John found, they 
will do their full share of stock work. 
Not only that, but the right people, if 
properly interested, will keep the stock 
records and the customer record cards 
as well. Experienced girls who are well 
versed in fitting have been carefully 
selected by John and Fred. And so 
well have the patrons of the Composite 
Shoe Store come to like and respect the 
fitting judgment of the girls that 90 
per cent of the trade will accept what- 
ever the girls say is right. Only a few 
suggest or intimate their preference 
in having Fred check the fitting. 

The greatest menace to good fitting 
are the mothers who insist on buying 
too small a shoe for their children. 
The store rule of allowing from 1 to 1% 
sizes for growing is never broken. 
Either a shoe is fitted according to the 


John has always been in- 


On the other hand, if the shoe does not 
go so good it is a comparatively simple 
matter to clean out the blunder in 






ment of the salesperson, the shoe is not 
suited to the foot, the sale is not made, 
The reputation of the Composite Shoe 
Store on this score is of tremendous 
importance as a prestige builder. 

There are many special fitting ser. 
vices rendered, such as having shoes 
altered to fit the needs of some par. 
ticular case. Fred works right with 
the baby doctors, so he has quite a few 
cases in the course of a year where 
shoes require a building here or a 
strengthening there. The repair shop, 
cperated by an outside party and lo. 
cated separate from the store, is clever 
in. doing jobs of this sort. 


Working with the Doctor 


Fred first met with decided opposi. 
tion in his endeavor to reach a working 
agreement with the medical profession, 
Gradually the doctors gained confidence 
in the store’s method, so the friction 
evident at first has been practically 
eliminated. Osteopathic doctors, it soon 
developed, were willing to work in 
closer harmony than the others, so some 
very difficult cases received beneficial 
aid. 

The truth that a well child wears out 
more shoes than an ailing one is not 
the governing motive in these cases, 
The thought expressed is a sincere de- 
sire to help their little friends. In many 
cases of weak feet a course of exercises 
is suggested, provided, however, the 
child does not need medical attention. 
In all cases where it is felt that med- 
ical attention will help the child, the 
names of several reputable physicians 
are suggested. Copy of the Mayo Exer- 
cise Chart is loaned to the public 
school physical director for instruction 
purposes. The store does not receive 
any publicity in this instance. 

The Composite Shoe Store uses many 
different means of publicity, with sou- 
venirs classed as the best goodwill 
builder. Windows come in for consid- 
erable attention, with the trimming 
keyed to hold the attention of the 
youngsters, as well as to make them in- 
teresting to the parents. The news- 
paper copy, on the other hand, is mostly 
addressed to the older folks. 

Some souvenir is always given chil- 
dren visiting the department, whether 
a sale is made or not. Considerable 
care has been taken by both John and 
Fred in training the girls so that the 
little gifts will be received as gifts and 
nothing more. A child is usually sen- 
sitive, resents being bribed or being 
treated in a condescending manner, es- 
pecially by a stranger. 

Many souvenirs are used, ranging all 
the way from balloons, snappers to the 
more elaborate and costly things. Last 
Easter a folding basket -made of 
brightly colored paper with paper eggs 
proved a hit with both the boys and 
girls. For the larger boys, a special 
offer of a 50c. baseball, a 50c. bat and 
a pair of $1.00 tennis shoes, all for 
$1.50, proved a good business getting 
offer last summer. The bat and ball 
cost about 25c. each, so the store got 
cost out of the deal. The boys knew 





If, in the judg- 





good one, more shoes may be bought. 









[TURN TO PAGE 62, PLEAS] 
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Satisties Both 
Wants and Needs— 


Shoes madeof NUVA walk 
right off your shelves. 









The “Vera” — made 
of green linen-effegt 
NUVA in combina- 
tion with darker 
green Washette Calf. 
By C. B. Slater Com- 
pany, South Braintree, 
Mass, 
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LIGHT VRQ Ga 


Your women customers want what Fashion tells 
them is smart for spring and summer wear—fabric 
slippers; but, most of them must have footwear 


wants and their needs, your chances for profit are 






































that will give good service without denting their 
budgets too deeply. If you can satisfy both their 








two-fold. 










NUVA does just that. 







It is a fine, lightweight calf leather—durable, shape- 
holding, mellow, and with a glove-like comfort in 
the wear—yet in appearance it is dainty print fabric, 
and comes in a range of sun-fast pastel shades and 
patterns. So captivating that customers will love 
it on sight . . . . so versatile that merchants will 
sell it in volume. 
















The attractive sandal pattern illustrated, from the 
C. B. Slater line, shows how well NUVA lends itself 
to this type of airy footwear. Its ensemble possi- 
bilities are unlimited. It is ideal for all-over or 
trimming on shoes. 



















Ask your manufacturer to show you his numbers 
made of NUVA. 








Color swatches will be sent 
on request. 
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[CONTINUED 


of the shoe merchant can only be muin- 
tained by fair and square dealings with 
his public as in the past. 
The wearer of shoes expects slightly 
better quality at a lower price. He 
will not tolerate lower prices if these 
lower prices include shoddy merchan- 
dise and less value. Our wearers do 
not want us to change well established 
lines. They do expect to come into our 
stores and get more for their dollar at 
a smaller price. 
“Just now conditions seem to make 
that doubtful plan possible, so you as 
shoe executives must get your store. in 
order for the new era of price change 
and merchandising change that is fast 
taking place. 
“Many shoe executives have found 
that too many stock turn-overs lose 
too many sales, hence reduced volume. 
Many shoe executives have found out 
that too much has been said about beat- 
ing prices down and too little about 
their goods and their business prin- 
ciple. If you have a principle and you 
have the goods SHOUT IT TO THE 
WORLD. The medium of newspaper 
advertising has once more shown itself 
to be the strongest factor in present- 
ing ones product. Nearly all the large 
corporations in the past few months 
have once more entered the newspaper 
and magazine field after spending mil- 
lions of dollars on other highly tooted 
forms of advertising. Watch your ad- 
vertisements—have something to tell— 
the newspaper is your best business 
friend to greater favorable publicity. 
“Here are a few things that our get- 
together-meetings might consider and 
remedy: 


1. Carelessly throwing a sale in full 
season when there is no need of it 
financially, or otherwise. 

2. Different prices for standard ar- 
ticles in different shoe stores, so 
the customer in comparing, thinks 
us all crooks. 

3. The increasingly unwarranted re- 
turn of charge account shoes in 
unsalable condition, deliberately 
flung at us—take it or leave it— 
they are not paid for. 

4. Unfair complaints that raise store 
expense, such as free replacing of 
broken heels and half soling of 
good shoes just because the child 
is more of a rough-neck than the 
mother thinks it is. 

5. The unfair and damaging criticism 
of shoe salesmen thoughtlessly 
spoken to a customer when selling 
the customer of some other brand 
or make of shoe or about some 
other store where the customer 
might have been before arriving at 
his store. 

6. The thoughtless remarks of shoe- 
men to the boys on the road, who 
in turn thoughtlessly spread the 
story as true. 

7. The constructive work in collective 


Omaha Rarin’ to Go 
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terial not moving, by collective 
advertising, but most of all by 
timely concerted window display 
and display cards and collective 
talk by our sales force. 
8. The constructive plans and policies 
we can lay out by comparison of 
stock-turn-over — Stock keeping 
and records—mark-ups—range of 
prices—best selling materials— 
best selling patterns and best sell- 
ing heights of heels, best selling 
men’s lasts, etc. 
9. The added strength of collective 
shoe advertising such as was inau- 
gurated a week ago Sunday in the 
World-Herald. We can get more 
interesting shoe news in the paper. 


“What can the salesman do to make 
his position more secure, more valuable 
to himself for a greater income and 
promotion ? 

“1. You can leave your grouch and 
troubles at home and come down to 
work making up your mind to be pleas- 
ant and smile. 

“2. You can use more care to give the 
customer what he really needs not only 
in fit but in wear and utility. Don’t 
sell a 5 & 10c. store girl a brocade 
slipper when she tells you she wants it 
for everyday wear. 

“3. Don’t go home nights and open 
the radio, smoke and go to sleep. Visit 
some places where the fellows will see 
you and let them know in some way 
who and where you are. Go window 
shopping once a week. See who beats 
you out in the quality and price of 
shoes. 

“4, Make up your mind to be enthusi- 
astic about your shoe business. Work 
up an enthusiasm over your merchan- 
dise whether it’s a shoe lace with a 
good celluloid tip or a pair of fine 
artistically made shoes, retailing for 
$12 or $15. 

“5. With your average sales slip al- 
most 25 per cent off, try to sell more 
double headers or add hosiery or shoe 
trees or findings. Even if you just show 
them, that customer will surely know 
where to get them when wanted. 

“6. Co-Operate. —I can’t blame you 
much, because if the owners and man- 
agers of shoe departments are not 
friendly, surely it reflects on your 
sociability. Make up your mind to 
like your co-worker, your fellow-man. 
People feel when you like them and 
when you don’t, and the greatest asset 
to ‘High-Pressure’ selling—if there is 
such a thing—is your ability to like 
humanity. You can’t like everyone 
but you can keep from showing it. The 
man who did me more business harm 
than another human being made me 
like him. I thought he thought me the 
shining star of the shoe business, but 
he was able to knife me and give me 
the gate without a quiver of friend- 
ship.” 


W. J. Rath, E. H. Strand, Leo Alte, 
Milo Fisher, William Burger, Charla 
E. Whalen, Robert E. Schnittger, Wa). 
ter L. Mench, J. H. Munro, of Buck; 
Booteries; Raymond DuBois, Edwayj 
Brown, Roy Charles, Robert Lawsoy 
Joseph Smith, Lee Culbertson, Walte; 
C. Roose, of the Nebraska Clothing (p.. 
J. P. Raume, I. M. Dunham, E. L. Liy. 
ingston, L. J. Bradley, A. W. Ceder. 
holm, W. A. Mills, of the Drexe! Sho 
Store; I. D. Weiss, Sam Weiss, J. §, 
Snyder, H. Giller, of Herzberg’s; George 
W. Baker, N. F. O’Brien, W. R. Wiser, 
F. R. Russell, of Thompson-Beldon; 
Jack Olikoff, O. Nelson, H. Handler, of 
the Brandies Store; G. B. Turley, ¢ 
Haliday, Don Enslow, of Haas Brothers 
Store; Louis Fritz, Nuncio Calabretta, 
of Hayden’s; H. G. McDonald, D. ¢. 
Backman, of Kilpatrick’s; O. W. Swan. 
son, F. O. Vincent, of the Napier Boot. 
erie; A. N. Adams, C. H. Pierce, of 
Arch-Preserver Shoe Store; John 
O’Brien, William Patten, of the O’Brien 
Shoe Store; Carl G. Neschke, William 
Pagett, of Goldstein-Chapman; Barney 
Fink, Peacock Booterie; Ben Mary- 
lander, Enna Jettick Shoe Store; G. 0, 
Plorin, Cantilever Shoe Store; Charles 
Peterson, Douglas Shoe Store; Charles 
Lowe, French, Shriner & Urner; Ralph 
O. Hefflinger, Hefflinger Shoe Store; 
Nick Schwarzenback, Nunn-Bush Shoe 
Store; Frank Kotera, Kotera Shoe 
Store; George Burkman, Burknian’s 
Shoe Hospital; H. M. Rentschler, Pet- 
ers Shoe Company; F. J. Sonnenberg, 
Friedman-Shelby Shoe Company; |’. M. 
Keyes, Shu-Saver Company; Jack Rut- 
ter, Will Parish, Cal Moore, of United 
States Rubber Company; I. D. Beisang, 
Warren Johnson, P. L. Haines, of Hood 
Rubber Products Company. 





New Detroit Store 


DETROIT—Wilson Shoe Shops, at 1500 
Joseph Campau Avenue, Hamtramck, 
a Detroit suburb, is a new store that 
is the first in the community to cater to 
women’s shoes exclusively. F. Rubin is 
the proprietor. Following modernistic 


in the back of the store, concealed. 
Wicker furniture is used for the front. 
Paul’s Bargain Shwe Store, at 9250 
Joseph Campau Avenue, Hamtramck, 
is closing. Sam Goldsmith, the pro- 
prietor, will continue to operate his 
other store at 6237 Chene Street, De- 
troit. Sam Greenhut, son of William 
Greenhut who operates a west side shoe 
store, is store manager. 





Wade Bros. Add Men’s Shoes 


JAMESTOWN, N. Y.—Wade Bros., *e- 
tail women’s and children’s footwear at 
212 Main Street, has opened a new 
department for the sale of men’s shoes, 
featuring the Florsheim line at $8. The 
children’s shoe department has been 
shifted to the second floor of the store 
and the men’s department has been 
given space in the rear of the street 








selling at times, of a style or ma- 


Those attending the meeting were: 
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display principles, all stock is located . 
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» HOW’S BUSINESS <4 
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More Price Cuts 


New YorK—Following the dropping 
of Regal’s prices to $5.55, other promi- 
nent chain stores have also cut their 
prices. The W. L. Douglas stores have 
cut prices on men’s shoes 21 per cent, 
the $7 shoes now selling at $5.50. 
Corrective arch shoes in the Douglas 
line which formerly sold at $8.50 and 
$8 are now $7. 

The John Ward store inaugurated a 
15 per cent reduction,.reducing $6 styles 
to $5.10 and $7 styles to $5.95. London 
Character shoes recently selling at $6 
to $7 have been repriced at $4.65, and 
those selling at $7 to $9 are now $6.65. 





February Production Up 


WASHINGTON — Production of boots 
and shoes in February of this year 
showed an increase of 22 per cent 


FEBRUARY, 1932 
PRODUCTION OF FOOTWEAR, OTHER THAN RUBBER,BY MONTHS 
1930, 1931 AND 1932 
48 
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over January, 1932, and an increase of 
8 per cent over February, 1931. Pro- 
duction for the first two months of 1932 
shows an increase of 7.4 per cent. 
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SATURDAY, APRIL 16, 1932 


EVERY WEEK 








The comparative figures on total pro- 
duction and on various kinds of shoes 
for January and February of this year 
and for February of last year are as 


follows: 
ow January! February 
Kind 1932 1932 1931 
Boots and shoes, total....25,888,015 21,225,187 23,970,956 
High and low cut (leath- 
er), total .......... 22,787,420 18,918,866 21,364,721 
x Dress shoe ... 4,297,868 3,463,869 
Men’s Work shoe ... 1,559,336 1 na 29} 5,687,312 
bod oun youths’..... 1,488,470 1,423,3 1,437,526 
Women 10,506,082 8,232, 9,644,270 
=, * nd children’s 3,428,586 . 2;982.669 
,507,078 1,262, 1,612,944 
Athletic ~~ sporting’... 88,345 87,539 144,410 
Part- —— and 


64,271 153,539 
378,200 353,759 
1,109,069 1,369,890 


278,003 325,333 
$31,066 1,044,557 


Slippers and moccasins for 
house wear, total.... 1,638, = 
All leather 416,684 
Part leather, felt, ete. 1,222,142 
Barefoot sandals, play 
shoes, and all other 
footwear 4691,229  4667,242 584,637 
1 Figures revised to include data received after publica- 
ticn of January report. 
2A minus sign (—) denotes decrease. 
3 Excludes footwear with fabric uppers and rubber soles. 
4In addition, factories reporting leather footwear pro- 
duced 424,254 pairs of rubber-soled footwear with fabric 
—, = February and 396,525 pairs (revised) in Jan- 
uar. 9 








SHOP TALK 
By 
H. F. B. 


We hate to keep harping 
About low priced shoes, 

But in the last week or so 
We've seen the most horrible 
Examples of shoe making that 
Ever passed before our eyes. 


It looks as if some makers 

Had even forgotten that a shoe 
Is to be worn on the foot. 

They try to see how little 

They cah put into a shoe. 


it is true that they make 
Something that looks like 

A shoe, but it certainly 

Never will perform the functions 
Of a shoe. So after all 

They are not getting anywhere. 


We realize that low priced shoes 
Must be made to supply those 
Who have little to spend. 

But what’s the sense of making 
Something that isn’t even a shoe? 
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Plan to Continue Forsythe Business 


Boston—At a meeting of creditors 
of the Forsythe Shoe Company, chain 
store organization with headquarters 
at 98 Duane Street, New York, and op- 
erating a chain of stores in eight States, 
all creditors except one voted to accept 
a settlement of 30 per cent, payable 10 
per cent in cash, and the balance in 
four quarterly notes of the new corpo- 
ration to be formed to take over the 
business. 

Liabilities of the concern are re- 
ported to approximate $811,000, of 
which $110,000 is owed to banks, $555,- 
000 to shoe manufacturers, $68,000 to 
hosiery manufacturers, $56,000 for rent 
and taxes and about $22,000 for other 
expense items. Assets consist of $30,- 
000 in cash, $150,000 in shoe inventory, 
$3,000 hosiery inventory, $20,000 in 
miscellaneous inventory, $420,000 in 
furniture and fixtures, $18,000 in pre- 
paid items, and $500,000 in leaseholds. 


» TRADE DOINGS 4 





Pacific Northwest Convention Plans 


SEATTLE, WASH.—The Olympic Ho- 
tel, Seattle, will be the rendezvous for 
Pacific Northwest shoe retailers and 
travelers June 6, 7 and 8, on which 
dates will be held the fifth annual con- 
vention of Pacific Northwest Shoe Re- 
tailers’ Association. A most interest- 
ing program is now being prepared by 
the convention committee. 


Celebrate 38th Birthday 


TERRE HAUTE, IND.—Hornung’s, 28 
South 7th Street, are celebrating their 
38th business anniversary with a spe- 
cial sale. Announcing the event was 
a full page advertisement in the Trib- 
une-Star, featuring the styles and 
prices, as well as photographs of Otto 
C. Hornung, Herman Hornung, Jack 
Shanahan and Veronica Ogden. 
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THERE IS NOTHING THAT CAN 
BE PUT ON THE BOTTOM OF 
A SHOE SO OUTSTANDINGLY 
INDICATIVE OF QUALITY AND 
FINE SHOEMAKING AS THE 


UNITED CUSHION HEEL 


ITS PERFORMANCE ON FINE SHOES 


IN COMFORT AND 
WEAR IS AS FINE EVERYWHERE 


AS ITS APPEARANCE 


ulMfep 


ISTION 
HEEL 


MAKES ANY GOOD SHOE BETTER 


UNITED SHOE MACHINERY CORPORATION 


OSTON, MASSACHUSETTS 
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“THE INJUNS ARE COMIN’!” 


INDIANAPOLIS—A panorama of Amer- 
ican Indian life, displaying hunters, 
fishers, dancers, fighters and scenes of 
domestic life, is pictured on the walls 
of “The Wigwam,” children’s depart- 
ment of the Marott shoe shop. The 
paintings done in oils by Edward A. 
Robinson, St. Louis, prominent Ameri- 
can artist and authority on Indian 
lore, are in brilliant primitive colors. 

Twelve murals and several panels 
have been placed in the department as 
a feature of education and amusement 
for the kiddies and their parents. All 
equipment in “The Wigwam” has been 
designed and fashioned to harmonize 
with the wall paintings. Seats for the 
children are separated by partitions 
fashioned after woodland inhabitants 
and the fitting stools are little wild 
pigs with curly tails, gayly painted. 


Wolf and Roth Firms Merge 


CINCINNATI—Announcement is made 
of the merging of the Sam B. Wolf 
Sons Co. and the Roth Shoe Manufac- 
turing Co., two of the largest shoe com- 
panies in Cincinnati. 

The Sam B. Wolf Sons Co. was or- 
ganized in 1894 by Sam B. Wolf and 
at his death his sons, Sam B. Wolf, Jr., 
and Myron D. Wolf succeeded to the 
business. 

The Roth Shoe Manufacturing Co. is 
the successor of the Marx, Stix & Sachs 
Co, which was organized in 1906. 
Leopold S. Roth was a member of the 
latter firm at that time. Later Mr. 
Roth and his two sons, Fred H. Roth 
and Jack L. Roth, organized the Roth 
Shoe Manufacturing Co. 

The newly merged companies will 
operate under the name of “Consoli- 
dated Shoe Corporation,” and will have 
plants in Cincinnati, Crothersville, 
Ind, and Seymour, Ind. This new 
company has acquired from the Stern- 
Auer Co. several well-known trade 
marks for women’s shoes. 
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The elevator is covered with a tepee 
done in gaudy colors. Each design on 
moccasin, beaded deerskin shirt and 
blanket, has a definite meaning. While 
some of the symbols are tribal insignia, 
others denote the rank of the wearer 
in his tribe and the capacity in which 
he serves. 

Arthur G. Brown, general manager, 
has extended invitations to teachers in 
Indianapolis public schools to visit “The 
Wigwam” and to bring classes of chil- 
dren to see the Indian pictures. 

Another attractive feature of the de- 
partment which has been in operation 
for several years is a playroom nurs- 
ery in the rear of the department, 
where customers of the Marott store 
may leave their children temporarily 
while shopping. The charges are under 
the care of a trained nurse. 


Officers of the Consolidated Shoe 
Corporation are: President, Myron D. 
Wolf; vice-president, Sam B. Wolf, Jr.; 
secretary, Jack L. Roth, and treasurer, 
Fred H. Roth. The two firms have 
been employing about 800 people, which 
the new company will continue to em- 
ploy. Offices will be in the Dutten- 
hofer Building, Cherry Street, Cincin- 
nati, as formerly. 


Chesapeake Moving 


BALTIMORE, Mp.—The Chesapeake 
Shoe Manufacturing Co., of Baltimore, 
Md., one of the leading shoe manufac- 
turing concerns of the Monumental 
City, will about May 1 take over larger 
quarters at 300-312 North Front Street, 
which will permit the concern to in- 
crease its production and otherwise 
conduct its business on a more efficient 
scale. The new location will give the 
concern an increase of more than 50 
per cent over the area occupied at its 
present quarters at 101-103 Balderston 
Street. In all the concern will have 


about 10,000 square feet of floor space. 
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Mmea»wrr 
Increased Sales of 


“DUDE RANCH CAMP MOCS” 


(GENUINE GOODYEAR WELTS) 


The time is here—stock up now 
on this famous line of shoes for 
young women who go in for 
sports and outdoor activities. 
Don’t lose sales. 

We have an attractive cooper- 
ative franchise proposition for 
well rated merchants. Let us 
explain it to you. 


IN STOCK— Always 


The 
TEE-TIE 

Style 338—Coffee elk unlined Tee 
Tie. Treated oak sole—11/8 leath- 
er heel. 
Sizes: 3144/8 AAA—3/8 AA-A— 

2%4/8 B-O 
Price 

Style 337—wWhite elk unlined Tee 
Tie. White sport sole—11/8 white 
gristle heel. 


Style 339—Light smoke unlined 
Tee Tie. Sport sole—11/8 leather 


heel. 
Sizes: 3144/8 AAA—3/8 AA-A— 
214/8 B-C 


Write for Dude Ranch Camp Mocs 
catalog in natural colors, showing 
complete line. 


THE JUVENILE SHOE CORPORATION 
OF AMERICA 


AURORA, MISSOURI 


St. Louis Sales Office 
Jefferson Hotel 
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WHERE TO BUY 
Men’s Shoes 
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EAST WEYMOUTH.MASS. U.S.A. 








“A MAN’S DECISION” 


THE 


Shoe Co. 


Boston—183 Essex Street Seeckten, 
Mass. 


N. Y.—915-917 Marbridge Bldg. 











Tes 


Sieve 





FoR MEN 
M. A.PACKARDCO., 
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CUSHION SHOEFS 


FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 


“Tlettleton 


and MILLER COOK SHOES 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y. 














Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 


SHOES 
Brockton, Mass. 














Porad’s Opens in Seattie 


SEATTLE, WASH.—Porad’s Seattle’s 
newest and: most modernistically de- 
signed shoe salon, opened spectacularly 
April 6, under the direction of Jack 
Porad, proprietor, and a staff of ten 
highly drilled employees to serve the 
feminine customer. 

At 317 Pine Street, where extensive 
remodeling and modernization of the 
store had been under way for months, 
the exterior has been imposingly fin- 
ished with the new smooth silver fila- 
gree effects against a wood background, 
and handsome displays installed for 
this latest shoe store in the Northwest 
metropolis. 

This shoe salon was designed by John 
Graham, leading Seattle architect. The 
interior of the store, with its many 
mirrors, neatly arranged against the 
light woodwork, and the many pockets 
for shoes and for hosiery perfectly 
fitted into the mural decorations, fol- 
lows the best precepts of the modern- 
istic style. 

In the subdued color effects there is 
represented the very latest application 
of this ultra-modern trend, while highly 
ornamental crystal chandeliers relieve 
the monotony of a pastel-colored ceil- 
ing. Geometric designs in black and 
white mark the decorative effect of the 
windows. 


Venetian to Open French Shoppe 


MIAMI—The French Shoppe is to be 
opened at 141 East Flagler Street by 
the Venetian Bootery, Inc. W. A. Mc- 
Carty and L. H. Dasher are the own- 
ers. The new shop is being fitted out 
with unusually beautiful mahogany fix- 
tures and antique hand-wrought iron 
trim. A popular line of women’s shoes 
ranging in price from $5.50 to $8.50 
will be carried in this shop, and the 
Venetian Bootery located in the Vene- 
tian Arcade will continue to be oper- 
ated as an outlet store. 


Sees Steady Business Ahead 


BeLoit, Wis.—H. C. Freeman, of 
Freeman Shoe Corp., says: 

“Things are looking better, generally 
speaking. Business came with a rush 
up to Easter, and then slumped off, due 
to bad weather conditions, but with 
warm days just ahead there is sure to 
come a steady flow of orders from mer- 
chants. 

“We were up to full capacity to 
April first. Sport styles have sold in 
greater quantity to April 1 than those 
to June 1 of last year. A big sport 
shoe season is assured.” 


New Boston Boot Shops 


DETROIT—Boston Boot Shops, oper- 
ators of a chain in Michigan, have a 
new store opening in Monroe, and have 
recently opened a new store in Wyan- 
cotte, southern suburb of Detroit. 
Other stores are located in Highland 
Park and Detroit. 











ADJUSTABLE 


This new leather tassel, designed espe- 
cially for ghillie ties, has a metal top, 
through which any lace may be run. At 
the desired length the lace is knotted so 
that the tassel cannot be pulled off. The 
top of the tassel is smoothly finished so 
that there are no rough edges to cut 
stockings 





Novel Anti-Hoarding Plan 


INDIANAPOLIS—The shoe retailers of 
Richmond Ind., recently evolved a novel 
method to aid in the anti-hoarding cam- 
paign as well as to stimulate business 
for themselves, and the stunt went over 
with a bang. 

Much the same as collectors of rare 
coins, the dealers placed a special pre- 
mium on the old large-sized paper 
money. For two days a person with 
one of the old bills of $1 denomination 
might have $1.20 values on shoe pur- 
chases. The hard luck $2 bills were 
worth $2.40 in buying power; $5 bills 
were worth $6; $10 bills were worth 
$12, and so on in the same proportion. 

It was agreed among the dealers that 
virtually all of these bills represented 
hoarded money and none of the extra 
values was given unless the purchaser 
made his purchase with one or more 
of them. At the close of the two days, 
the bills were exchanged at the banks 
to be retired from further circulation. 


New Youngstown Store 


YouNGSTOWN, OHI0—The Dolly Dean 
Shoe Shop, an exclusive women’s foot- 
wear store, has been opened at 123 
West Federal Street. The new shop 
will specialize in Dolly Dean footwear 
priced at $3.30 the pair. A complete 
line of hosiery will also be carried. All 
furnishings and appointments of the 
new store are new. 


Adds Men’s Shoes 


BALTIMORE, Mp.—M. A. Cummins, 
trading as Cummins men’s furnishings, 
Eutaw and Baltimore Streets, Balti- 
more, Md., has entered the retail shoe 
field by taking an agency for John 
Bright shoes. The John Bright shoe 
department is located in the rear of 
the store with an entrance from 3 North 
Eutaw Street. 
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icient Stock Records 


An Aid to Profit 
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new year by installing the Recorder Stock Record System (either in book 


form or cards)—Samples on request. 
Helps you to “buy as you sell”—to know MERCHANTS SERVICE DEPARTMENT 
whether each shoe is paying its way with pie peat Pg RECORDER 
a profit, to go light on slow movers, to Chicago, (ky 
re-size frequently on wanted styles and : Gentlemen: 


sizes. : 

= Please send me samples and prices of your 
Stock and Daily Sales Record (_ ) in book form. 
Stock Record cards fit the standard ( ) in card form. 
size correspondence file, for permanent 
filing, whereas the “work file” shown 
on the left makes it easy to see at a 
glance just how you stand on pair 
units for each stock number. 
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WHERE TO BUY 


Men’s and Women’s 


Slippers 


sr 












W. 8S. CHASE & SONS, INC., 
HAVERHILL, MASS. 
Mon’s Full Leather Lined 
Handturned Slippers 
Priced from $1.85 
Kid Pullman Slippers 
colors and Black with 
Snap Pocket $1.50 
Zipper Pocket $1.70 












\\ QUALITY TURN 
\ D’ORSAYS 
O35 Ss: Bast 


FREEMAN-THOMPSON 
SHOE COMPANY 
St. Pauli, Minneseta 














WHERE TO BUY 


Children’s Footwear 


CHILD 
LIFE 
a Grade 


Goodyear Welt 
Shoes in Stock 


WISWELL-TREANOR 


7) SHOE CO. 


CEDAR GROVE 
MRS. DAY’S IDEAL BABY 











WISCONSIN 
SHOE CO. 


Soft Soles — Inter- 
mediates. Hard 
Soles— infancy to 
four yeare/ 


Danvers, Mass. 































Tan and Smoked Elk Moccasins 


Goodyear Welts In Stock 
5/8—Infants’ 
8% /12—Child’s 
$2.35 







12% /8—Misses’ 

Ww ° 
m/e ; ao + 
Send for catalog 


ADAMS BROS. 








Sues on Patent Design 


New YorkK—Suit for. $750,000 dam- 
ages and for an injunction restraining 
Saks & Company from further alleged 
use of certain design patented shoes 
has been filed here by Delman, Inc. 

Delman, Inc., manufacturers and re- 
tailers, claims that the defendant com- 
pany is using certain designs covered 
in letters patent owned by Delman, Inc. 
A similar suit was filed in 1929, but the 
matter was adjusted between Herman 
Delman, president of Delman, Inc., 
and Adam K. Gimbel, president of 
Saks & Company.- The terms of the 
adjustment are understood to have in- 
cluded the agreement on the part of 
Saks & Company to cease using the 
designs involved in the controversy. 
The new suit alleges that the agree- 
ment was kept until the early part of 
this year, when the defendant company 
resumed the use of Delman designs. 
It is understood that suit will be filed 
by Delman, Inc., against certain manu- 
facturers of shoes on which it claims 
protection. 





Freeman Bowling Team in 
National Tournament 


BELOIT, Wis.—Latest reports from 
Detroit, where the National Tourna- 
ment is being held by the American 
Bowling Congress, prove that the Free- 
man Shoe Corporation turns out good 
bowlers as well as good shoes. 

The Freeman team got under steam 
pretty early in the tournament and 
rolled into second place. With about 
10,000 bowlers representing the cream 
of the bowling talent from all over the 
country assaulting the “Maples” in this 
tournament, the Freeman team has 
chalked up a very worthwhile achieve- 
ment. The company has turned out 
top-notch bowling teams for several 
years. In 1930 two of the men on the 
Freeman team carried away the cham- 
pionship in the two-man event. 





Announce Window Contest 


AUBURN, ME.—A list of prizes total- 
ing $500 are offered by Ault-William- 
son Shoe Co. in their annual turn shoe 
window display contest. Details of 
this and of a letter writing contest 
among retail shoe salesmen are car- 
ried in the current issue of their house 
organ, the “A-W Courier.” This con- 
cern manufactures and carries in stock 
a number of lines of fashion and com- 
fort type turn and welt footwear. 





Closing Store 


LOUISVILLE—Announcement has been 
made that the Louisville store of the 
Feltman & Curme interests will be 
withdrawn. The local store, located at 
321 South Fourth Street, at Liberty, 
was installed five or six years ago. A 
going out of business sale is being 
offered of all merchandise in hand, at 
prices of $1.95, $2.95 and $3.95. Gen- 
uine Kangaroos are priced at $4.85 and 
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imported sandals at $1.00. 
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A NEW LOCKER SANDAL 














Designed especially for wear in locker 
rooms, showers and on the beach is this 
new all-rubber sandal, with a thick 
sponge rubber sole, covered on the bot- 
tom with a layer of material which will 
not slip on either wet or dry floors. For 
men the sandals come in white with 
black trim, as shown above, or green 
with white trim. For women, they come 
only in white 








Restful Slipper Co. Moves 


BROOKLYN—The Restful Slipper 
Company, Inc., manufacturers of bou- 
doir footwear have remover their fac- 
tory and show rooms to a new location 
at 80 York Street. The new location 
gives improved facilities for the manv- 
facture of boudoir slippers. 





ABOUT PEOPLE 





“George F.” Back on Job 


BINGHAMTON, N. Y.—George F. 
Johnson, head of the Endicott-Johnson 
Company, has returned home from his 
annual Southern vacation and is now 
back on the job. “We have plenty of 
work to do here,” he said, after a brief 
survey of the plants, “and I am going 
to pitch in and do my share.” 





Landry Sells to Long 


THOMPSONVILLE, CON N.—William 
Landry has sold to L. W. Long his shoe 
and clothing business at 120 Main 
Street. Neither Mr. Landry nor Mr. 
Long has announced his plans. 





Weld Succeeds Jones 


ROCHESTER—F. D. Weld has been 
promoted to the position of advertizing 
manager for Enna Jettick shoes, suc- 
ceeding Lawrence W. Jones, who is 
doing special road work. 





Robertson Goes with McElroy-Sloan 


St. Louis—A. C. Robertson, for- 
merly with the Peters Shoe Company 
branch of the International Shoe Com- 
pany, is now associated with the 
Billiken shoe division of McElroy-Sloan. 
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SHOE LACES 


AN IMPORTANT LITTLE DETAIL 


The wide-awake manufacturer never 
neglects his laces for he recognizes the qual- 
ity lace as one of the smaller yet important 
items so necessary to the smart, finished ap- 


pearance of his footwear. 


Although the customer may not know 
that your shoe conceals a box toe, counter, 
shank, etc., he instantly sees the lace. A good 
looking, quality lace is a visible sign of inbred 
quality in the shoe itself. Equip your shoes 
with laces backed by 67 years of lace making 
experience. We can offer you a complete 
line of glazed, soft-finished, rayon, and mer- 
cerized laces for all types and grades of shoes 


at prices which make them unusual values. 


SHOE LACE COMPANY, LID. 


(Successor to Joslin Manufacturing Co., Established 1865) 


PROVIDENCE, R. I. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 
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Play Shoes 
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BROUWER’S 


RESEARCH LAST 


(to retail $1.00 and $1.50) 


for healthy feet—doesn’t 


ber—full grain smoke elk, 


chrome retan bend soles. 
1 


Case lot prices 


MONDL MFG. CO. 


Oshkosh 
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WHERE 


Sport Footwear 
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Carried in 


TO BUY 


in the 


MONDL 
PLA-SHU 


(Also PLA-MOCS) 


sweat them like rub- 
brown trim, with 


stock 


Wisconsin 


TO BUY 
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BASEBALL SHOES 4 
Lou Gehrig autographed 
model. Popular price, 
Write for catalog of 4 
Athco Athletic “7 
Athletic Shoe Co., 

No. Marshfield hong 
Chicago. Ill. 
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G.H.BASS & CO. 
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Growing Gi 


SO 6 Os Fe Oe 


$1] MAIN ST 
WILTON, MAINE 





IN STEP WITH YOUTH 


* Buckle Strap. 


BURDETT SHOE CO. 
LYNN, MASS, CO. 


AND 


IN STOCK 


7323 — Patent Tauja 
10/8 
Covered Heel. AAA- 
C—2% to 7. 

Price $3.00 
7334 — Patent Regent 
Pump. 13/8 Full 
Louis Heel. AAA-C 
3% to 8. Price. .$2.85 
(Stock Terms: 5%— 

30 days) 








Phillips Joins Pyrrole 

PORTSMOUTH, OHIO —Don Phillips, 
formerly in charge of the chemical la- 
boratory of the Selby Shoe Company, 
has joined the staff of the Pyrrole 
Products Corporation of Portsmouth. 
Mr. Phillips is a graduate chemist and 
for the past several years has been 
specializing on the development and 
production of chemical products and 
preparations for the shoemaking in- 
dustry. His wide knowledge and ex- 
perience will become a valuable asset 
in his new connection with the Pyrrole 
Products Corporation. 

The Pyrrole Products Corporation 
are manufacturing chemists catering 
exclusively to the shoe industry. This 
corporation is also developing the 
Michelman process for the utilization 
of scrap leather. Shoe factories will be 
interested to learn that important ad- 
vances have recently been made in this 
process and that probabliy in the near 
future scrap leather may be a source 
of revenue to the shoe factories—in- 
stead of a worthless waste as it is at 
present. 


Sees Quality Come-Back 


NEw YorK—H. B. Delman of Del- 
man, Inc., New York, manufacturers of 
hand-made shoes, says the Delman 
wholesale department has increased its 
business 40 per cent for the first three 
months of this year over a correspond- 
ing period of last year. New Delman 
accounts have been opened in a number 
of outstanding stores. 

Mr. Delman says this is particularly 
significant of the fact that there is still 
a large consuming public who demand 
the finest of quality in shoes. Mr. 
Delman, who has recently returned 
from a trip throughout the country, 
believes that merchants have come to 
a realization that quality must be pre- 
dominant and that the exploitation of 
price and cheapness is suicidal. 


Budge Heads New Department 


PORTLAND, OrE.—T. R. Budge is in 
charge of the new shoe department of 
H. Liebes & Company in Portland, 
Ore. This outstanding women’s ready- 
to-wear store features I. Miller quality 
shoes. Mr. Budge is assisted in the de- 
partment by C. L. Robins and Frank 
Foster of Portland and Mr. M. Ross, 
formerly with the leading Seattle 
stores. 

Lyman’s department store is a new 
venture of George L. Greenfield, of 
Portland, Ore., one of the veteran shoe 
retailers of the Pacific Northwest. O. 
E. Thiebaud is manager of the shoe 
department in the new store. 


Selman-Stratton Incorporated 


CINCINNATI—The partnership of the 
Selman-Stratton Shoe Manufacturing 
Company, 710 Sycamore Street, was 
succeeded by the formation of a corpo- 
ration, April 8. The incorporators 
are: Nathan Selman, Walter A. and 
Edna Stratton. Capital, $10,000. The 
firm makes women’s shoes. 
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NEW DISPLAY IDEA 





Here is something unusual in the way of 
a window display fixture for shoes. These 
hands are carved by hand from a solid 
block of Honduras mahogany by a sculp- 
tor and wood carver in the Middle West. 
He learned the art at the University of 
Berlin. The display stands came to the 
attention of a prominent shoe retailer 
who has shown them to a number of his 
fellow merchants with good success 
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25 Years in Store 

Des MoInEs, IowaA—John A. Schiltz 
celebrated his twenty-fifth year as the 
S. & S. shoe store at Sigourney, Iowa, 
March 26. He was in the store first as 
a salesman and in 1908 bought a half 
interest in the shop. He says the 1932 
shoe models are better values and show 
Better workmanship than they did in 
1908. The public now expects more for 
the money and shoe dealers are able to 
give it. 


Lanesey Promoted 

MERIDEN, CONN.—William Lanesey, 
for some time in charge of the two 
Meriden stores of the Spencer Shoe Co, 
has been named district manager for 
the company. Harold D. Kofsuske, 
manager of the Middletown store, has 
been given charge of the Meriden men’s 
shoe store, while Lawrence Mercantonio 
is named to the Middletown post. 


Herbert W. Cook to Visit Here 

Boston—Herbert W. Cook, who has 
been in charge of the European head- 
quarters in London of the Colonial 
Tanning Co., sailed on the Mauretania 
on April 6 for a short visit to America. 
During his stay in America, Mr. Cook's 
address will be 207 South Street, care 
of the Colonial Tanning Co. 


Middleton with Hamilton-Brown 

St. Louis—G. V. Middleton has been 
added to the sales staff of the Hamil- 
ton-Brown Shoe Company. 
—_—_—— 
STYLES CONFERENCE, NEW YORK, MAY 23 
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The Last Modeler knows that the toe of the 
last is of vital importance to the beauty of 


I 


the shoe . . . His efforts may be easily de- 
stroyed, however, by bulk and lack of uni- 


formity in materials used that do not follow 
and the the allowances of his design. 


Celastic has been accepted by many Last 
Designers and Style Men as a material that 
will always reproduce a picture of their art. 
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THE QUALITY BOX TOE 


* | UNITED SHOE MACHINERY CORPORATION 


23 BOSTON, MASSACHUSETTS 
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WHERE TO BUY 


Dancing Shoes and Taps 








THEO-TIE 


AVAILABLE IN A NEW FABRIC! 





LOneWEAS cloth, 
en, lustrous, durable 
esembling in texture a fine 
Enelis h 3 dyeable, 
| re priced, timely ‘value for 
tals and ae - A be 

worn in white as a summer 
Retails profitably in the v7} 

range. Send for catalog. 


closely 
cloth 





CHICAGO 
STOCK DEPT. 
159 No. State St. 


LOS ANGELES 
STOCK DEPT. 
1951 Hillhurst Ave. 





Main Office and Factory 








TAP SHOES Xin" 


IN STOCK 
No. 9779—Black Kid 
$1.45 






No. 9785—Patent 
Leather 


$2.20 
BROOKS SHOE MFG. CO. 
Swanson & R Sts. 


Philadelphia 
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WHERE TO BUY 
Shoe Laces 


hl ili ti edi hdl 





DO YOU KNOW WHY 
DIME STORES SELL SO 


MANY SHOE LACES? 


Dppitehollace g 
THE SHOE LACE OF el 


PORTSMOUTH 








WHERE TO BUY 








W ooden Sole Footwear 
Smart Comfort 
Protects the Feet 













Sundip Sandals 
pd 
For beach, 
river, coup orchid, 
luring green, 
pool, eal blue, 
and 
other attractive 
colors. 
Catalogue No. 4 


Jung Gets Patent 


ROCHESTER, MINN.—Joseph A. Jung, 
53-year old shoemaker at the Mayo 
Clinic, has been granted a patent on 
a special shoe of his invention. Al- 
though he filed his application in 1929, 
Mr. Jung did not receive the accredited 
papers until recently. He has been 
employed at the clinic for the past 12 
years. 

The shoe which he has patented is 
designed to fit the arch and heel better, 
taking much strain off the bones. He 
has made several pair of these shoes 
for patients and says that the experi- 
ment worked out very successfully. 
The rights are fully covered -so that no 
one could possibly infringe on the pat- 
ent, which would be used in the manu- 
facture of shoes. 

Although he has not yet negotiated 
with any manufacturer to start turn- 
ing them out on a large scale, Mr. Jung 
expects to see his experiment carried 
out before many years pass. He said 
he would not sell the idea outright, 
but would take royalties if the field 
were opened on a large scale. 


Pitcher Heads Viscoloid Co. 


New YorK—Arnold E. Pitcher, for 
the past three years executive vice- 
president of the du Pont Viscoloid Co., 
has been elected president of the cor- 
poration to succeed C. K. Davis, who 
recently resigned to become president 
of the Roessler & Hasslacher Chemical 
Co. 

Mr. Pitcher goes to his new position 
after a service of 23 years, which began 
with the old Arlington Co., manufac- 
turers of Pyralin. That company was 
purchased in 1915 by du Pont interests 
and reorganized into what is now 
known as the du Pont Viscoloid Co. 
He entered the organization in Janu- 
ary, 1910, in the capacity of salesman 
to handle Pyralin products in their 
various forms in the States of Ohio 
and Indiana, with headquarters at 
Cleveland. 


Howard Gets Women’s Dept. 


BostoN—E. W. Howard, until re- 
cently buyer and manager of the men’s 
shoe department in the basement store 
of the Jordan Marsh Co., has been put 
in charge, also, of the women’s shoe 
department. Mr. Howard, who has 
been with Jordan Marsh for about 11 
years, has opened a $2.94 section in the 
women’s department, known as the 
“Subway Shoe Store.” This occupies 
a small section of the floor just inside 
the subway entrance, utilizing space 
formerly devoted to tables piled high 
with miscellaneous footwear. It has 
been entirely refinished with interior 
display units, shelving and attractive 
chairs. 


Forand with C. P. Ford 


ROCHESTER—Edgar J. Forand, form- 
erly with the P. J. Monaghan Company, 
Baltimore, has been named assistant to 
Paul Chevillat, stylist for the C. P. 














Reece Wooden Sole Shoe Company 
Co. ka 


lumbus, Nebras 


Ford Company. 
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A. F. Campbell with Walter Booth 











A. F. CAMPBELL 


MILWAUKEE—A. F. Campbell, well 
known in the shoe industry throughout 
the United States and Canada, is now 
associated with Walter Booth Shoe Co., 
Milwaukee, as style man and in a sales 
capacity. 

Mr. Campbell was formerly associ- 
ated with the Conrad Shoe Co. for a 
period of eight years. He was assist- 
ant to Mr. Quigley in styling and sell- 
ing and supervising the shoes through 
the factory. More recently he has been 
with the B. A. Corbin & Sons Co., where 
he was a style man as well as a sales- 
man. His last connection was for a 
period of six months with Mr. Wall of 
Wall-Streeter Shoe Co. 

From his various connections in the 
East he has had experience with well 
known men’s’ shoe manufacturers 
known for style and workmanship. 





Jereissati to Reopen 


VIRGINIA, MINN. (UTPS)—Samuel 
Jereissati will open a shoe store for 
women and children, carrying high 
grade shoes and hosiery. Mr. Jercissati 
with his brother formerly had a shoe 
store here, but eight years ago moved 
to California. A building is nearly 
ready for the opening. Mr. Jercissati 
will renew his membership in the shoe 
retailers regional association. 





Crowe Now Store Manager 


YOUNGSTOWN, O.—J. W. P. Crowe, 
who had been associated with the Weil 
Shoe Co. here for 17 years has been 
named manager of the most recent 
Youngstown shoe store, operated at 123 
West Federal St. under the name «f the 
Dolly Dean Shoes. Mr. Crowe wis ad- 
vertising manager of the Weil C». for 
11 years. 
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GOLD 
STANDARD 


On account of the discontinuance by 
England of their Gold Standard, we have 
purchased English Sterling at a price 
which enables us to offer an ENGLISH 
BOOT, high grade Willow calf, butted 
—_ sents Raee sole at a price lower 
than ever before offered. 

Make THE CHASE Your Home The sieve eeles 

<a ° e opportune time 
While in St. Louis The unexcelled value 

f ES . are a few of the many reasons why i 
—Convenient to principle specialty shoe would be to your advantage to place ma 
factories—Its location at Lindell and ay oe , 

i , ; ‘omen’s t d black. . 4 
Kingshighway Boulevards opposite Forest Su om ok += 


Park will appeal to shoe buyers. Cool and 
COLT-CROMWELL CO., Inc. 


delightful surroundings. 

EST. 1899 
Location, rooms, food, service, facilities, 1239 Broadway — New York City 
“atmosphere” and a sincere desire to serve 911 So. Los Angeles St., Los Angeles, Cal. 
you well at sensible prices is our promise. IN STOCK 





SAINT LOUIS 











Rates for one, $3 to $5 per day 
Rates for two, $5 to $7 per day 


THE HOTEL CHASE 


J. A. HADLEY, Manager 


Made in England 


























LARGE Coming to NEW YORK? 


] Victoria. In the. 
SIZE, very center of the 
city... yet quiet, 
restful. With a 
management that 
likes to make you 
comfortable. 


IN PRICE] | x 


Suites: $9 to $16 


ONE ENTIRE FLOOR DEVOTED TO 
SAMPLE ROOMS afte new 
RNOR The unusually large rooms... the 
cheerful, efficient service . . . com- 
bined with exceptionally low rates 
NWN for such quality . . . make the 
; Victoria the outstanding hotel value 

in New York today! 


HOTEL 


3131 S¥.aid 7H AVENUE ILTORIA 


[OPPOSITE PENNA. R:R:-} 
B.& O. BUSES STOP AT DOOR All rooms have pri- 51st Street and Seventh Avenue 
o-oo NEW YORK*+* pg og lll. New York City 


and circulating ice water. 


1200 ROOMS EACH WITH: 
BATH, SERVIDOR & RADIO er com seenennanret eae ee 


e FORMERLY OF THE WINDSOR HOTEL, MONTREAL. ALSO 
LATE Me OF CANADIAN NATIONAL HOTELS, WALDORF-ASTORIA 


SALTO 
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WHERE TO BUY 
Ballet Slippers 


nadie hie hl il lil 


HARD TOBE eaters sone 
TOCK 
HA we 4 wis $260 
Black Kia” PAIR 
Sizes: 5 Childs te 8 Ladies 
Widths B te E 
Send for Catalog and 
Agency Proposition 


BEN & SALLY THEATRICAL FOOTWEAR, Inc. 
244 West 42nd St., New York, N. Y. 











BLACK KID BALLET 
SLIPPERS 


Soft i Hard Toe 
Ladies’ 2% to 
Misses’ 11% to : 
Children’s 6 to 11 a. 
Hard Toe ou 00 Fe a Higher 


ROT 
50 N. 4th ie, Philadelphia 








In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 
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WHERE TO BUY 


Shoe Forms 


‘ . a 
I Jarry Jorms| 
FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 
FAIR YLITE 
Shoe Form Co. Ine., Auburn,N.Y. 
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WHERE TO BUY 
Riding Boots 
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RIDING BOOTS 
IN-STOCK 
For Men, Women and 
Childr on alee 
Boots. 


CONNE : 
SHOE Cc otk 
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Northwestern Convention, 
Feb. 27-Mar. 1 


MINNEAPOLIS—The 1933 convention 
of the northwestern Shoe Retailers Re- 
gional association will be February 
27—March 1 in the Hotel Ft. Des 
Moines, Des Moines, Ia. Further 
arrangements will be made at the Sioux 
City district meeting on June 14. The 
convention date was selected on recom- 
mendation of the Iowa Shoe Travelers 
Association, which requests also that 
the fourth Monday of February each 
year be the standing date for this con- 
vention. The northwestern Shoe Trav- 
elers association will take action on this 
request and later by the officers of the 
retailers. 


OBITUARY 
OEE TN TE TE ATE ER ERT 


Rochester Travelers Mourn 
A. ]. McLeod 


Resolutions mourning the passing of 
A. J. McLeod, former president of the 
Rochester Association of Traveling 
Shoe Salesmen, were read by the secre- 
tary, Clarke B. Rowley, and adopted by 
the association at its last meeting. 

Mr. McLeod died early in March and 
his passing will be a real blow to the 
Rochester Association. “Mac,” as he 
was known to all his friends, had re- 
tired from the road for several years 
but always retained his interest in the 
shoe business, and served the Rochester 
Association as president for many 
years. 

Mr. McLeod traveled for Endicott- 
Johnson previous to his retirement, and 
also represented Batchelder & Lincoln 
and Winch Bros. 


Martin R. Fusfeld 


LOUISVILLE—Martin R. Fusfeld, 36 
years of age, 401 Gernert Court, Louis- 
ville, who has been branch manager for 
»aducah, Ky., division of the Dan Cohen 
Shoe Co., died at Riverside Hospital, 
Paducah, Ky., at 8.20 a. m., April 7, 
as a result of a bullet wound through 
the head, a few hours earlier, when he 
shot himself in the kitchen of an apart- 
ment he was occupying, after excusing 
himself from a party of guests. 

Mr. Fusfeld had been with the shoe 
company for seven years, but had been 
in Paducah only a few weeks. His 
family was to have joined him there 
next week. 

A native of New York, he was sta- 
tioned at Camp Taylor, Louisville, dur- 
ing the war and became staff sergeant 
of the Fifth Field Artillery. After the 
war he remained in Louisville, and 
married Mrs. Verda Jarvis, formerly of 
Greenville, Ky. Besides his wife he is 
survived by two children, Edith and 
Rae Fusfeld; his mother, Mrs. A. Fus- 
feld, Martinsville, Va.; and _ three 
brothers, Harry Fusfeld, Percy Fus- 
feld and Herman Fusfeld, all of New 
York. 

It was announced that the body 
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would be taken to New York for funer. 
al services and interment. 


Charles S. Byck 


SAVANNAH, GA.—Charles S. Byck, 
native and former resident of Savan. 
nah, died recently at a hospital in St, 
Louis. He moved away frem Savan. 
nah about five years ago, having been 
in the shoe business here. 

Mr. Byck is survived by his widow 
and one daughter, a sister of Miami 
and a brother of New York City. 

Mr. Byck was 33 years old. He was 
born in Savannah and was in the shoe 
business with his uncle, Werner §, 
Byck, under the name of Byck Brothers, 
at 25 Broughton Street, West. Five 
years ago he became associated with the 
five Edison brothers of Atlanta and 
was made manager of a large shoe 
store in Cincinnati, Ohio. Six months 
ago he was transferred to St. Louis, 
where he was manager of another Edi- 
son Brothers, Inc., shoe store there. 


Walter Holmes 


BostoN—Walter Holmes, one of the 
veteran shoe travelers of the country, 
whose retirement took place two years 
ago at the age of 69, died suddenly last 
week in his home here at 134 West Con- 
cord Street. His wife’s death preceded 
his by about two years. Mr. Holmes, 
best known for his long time connec- 
tion with Parker, Holmes & Co., was 
buried with full honors of the Knights 
Templar, of which he was an active 
and loyal member. 

The death of another former member 
of the Parker, Holmes sales force, 
Harry B. Tileston, also occurred re- 
cently. Mr. Tileston’s home was in 
New Bedford, Mass., where he had been 
ill, following his retirment, for more 
than a year. 


Thomas M. Arnold 


CLARION, PA—Thomas M. Arnold, 
one of the owners of the Arnold Broth- 
trs’ Store here, died from a cerebral 
hemorrhage on March 24, aged 69 
years. His widow and three children, 
two sisters and a brother, H. H. Ar- 
nold, his partner, survive. Mr. Arnold 
was the first president of the Citizens 
Trust Company of Clarion and was 
vice-president of First National Bank 
of Shippenville, and a director of the 
First National Banks at New Bethle- 
hem and Sligo. 


William Reynolds, Jr. 


PROVIDENCE, R. I.—William Rey- 
nolds, Jr., Providence, president and 
treasurer of the Reynolds Company, 
makers of shoe ornaments, died Tues- 
day of last week at his home after on 
illness of a year. He is survived by his 
wife, Mrs. Mabelle (Hill) Reynolds; a 
daughter, two sisters, a brother, and a 
grandson, all of New Bedford. 
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STORE SALESMANSHIP— 
RACINE DISPLAY RACKS 


Customers don’t “buy” shoes in boxes. 
Show shoes to sell them. Let people see 
what they want. Racine racks do. They 
allow sight—examination—comparison. 
They invite sales. Interior displays—on 
Racine racks—sell more than ever be- 
fore. Push them. They are not expen- 
sive. 





Available in floor and counter styles. 
Varying sizes. Adjustable. Simple lines. 
Sturdily built. Finished in rich black or 
walnut. Write for illustrated folder and 
prices. 


IMPERIAL BIT AND SNAP CO. 
RACINE, WIS. 
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coonasen | MONTCLAIR 


Tuband Shower Lexington Ave. 


$3 to *5 | 49th to 50th St. 
per day New York City 

For 2 Persons New York’s newest and finest Hotel 

800 Baths 
$4 to $6 800 Rooms 

Radio in Every Room 

Snlaness wall foe Gomes thors 
and most important commercial 


centres, Jeading shops and 
10 minutes to Penn. Station. 


per day 





d Central Palace 
bs short blocks away 


S. Gregory-Taylor, 
"President 


America’s BIGGEST SELLING White Shoe Cleaner 














SHU-MILK cleans ALL Kinds of WHITE 
SHOES—leather or fabric—is a GREAT 
REPEATER, and you sell it as “the BEST 
ever used or MONEY REFUNDED” (printed 


on every bottle). 


New Edition SHU-MILK offers you a few cents MORE 


* PROFIT on every bottle you sell. 
n 
Shoe and Leather Lexico Attractive DISPLAY MATERIALS and 


We are ready to take orders for at once DEALER HELPS on request. 


delivery of the new and revised Shoe and ASK YOUR JOBBER for details of SPRING 


mutes Lesicon, This: handy. tact, af FREE GOODS OFFER or write direct to 
the trade is in its sixth edition, over 100,- 


000 copies now in use. Price 50 cents. 
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WHERE TO BUY 
* Men’s Slippers 








© ee 
Radio-Tyme House Slippers 


Genuine Hand Turned 
In-Stock te Retall 
$3 to $5 













Oesdre ics SON CO., Wakefield, Ot) 


Gain Confidence of Mothers 
[CONTINUED FROM PAGE 19] 





partment is divided into sections to fit 
the ages of the children. A merry-go- 
round is provided for the smaller tots. 
Sophomore modes are shown for older 
girls in another section. There also is a 
place for sport shoes and specialty foot- 
wear, and a “Two’s to Teens” thrift 
section which carries all lower-priced 
goods—each size at one price. This de- 
partment also carries wearing apparel 
for children and often one salesman 
sells the same customer several articles 
in this way. 

Instead of trying to anticipate de- 
mands, Mr. Golanty makes his shoe 
purchases as needed, in this way keep- 
ing an up-to-date stock and not having 
his shelves too heavily loaded. In other 
words, he tries to keep within the trend 
of present economic conditions. 

“Most modern mothers are interested 
in service more than in price,” he says. 
“They want shoes for their children 
that are comfortable and fit right, and 
we believe this is the most important 
part of a shoe business—giving service 
of an expert character. 

“As a result, we keep the better shoes 
up instead of grading them down, and 
feature these better shoes in advertis- 
ing as much as possible, once each 
week, and at times more frequently.” 

In sales promotion efforts, two big 
yearly events are held by the store, an 
anniversary sale in the spring and a 
birthday sale in the fall. Newspaper 
and direct mail are the only advertis- 
ing methods utilized by the store. New 
merchandise is always stressed in these 
two big sales. Month-end clearances 
also are held to move the short lines 
and broken sizes. 

“We try to dramatize all shoes for 
children, such as sport oxfords in the 
spring, and we find this creates a de- 
mand. By continually stressing this 
idea we did a good business in brown 
and whites and black and whites last 
spring, so that now we are selling sport 
shoes throughout the entire year.” 


same is true of our show. 

“The manufacturers stressed the 
necessity of advance orders being 
placed in December. We agreed with 
that view and said as an association 
we would support and help manufac- 
turers obtain earlier orders, but we 
also pointed out that our association 
was not responsible for the changed 
conditions of buying from which 
manufacturers complain, but that these 
were entirely due to new methods and 
conditions for which neither manufac- 
turer or retailer were responsible. 

“Fundamentally, therefore, it was 
not possible to accept their invitation 
to change our convention time to early 
in December and abandon our meeting 
which is held at a time when we know 
it will be most useful to the entire in- 
dustry, and particularly the retailers, 
for after all our primary responsibility 
and our moral obligation is to serve the 
retailers of the nation. 

“Our committee informed the manu- 
facturers that some way should and 
could be found to produce a cooper- 
ative plan that both organizations could 
support, so we proposed that their as- 
sociation appoint a small committee to 
meet from time to time with a similar 
committee of retailers to see if these 
and other problems might not be solved 
so that an enthusiastic cooperative re- 
sult might be attained. 

“We have in mind at all times the 








patrons from foot surgeons, another 
list of all customers is kept on file. 
Even when shoes are bought for cash, 
the name and address of the customer 
is taken. If these customers purchase 
shoes of a certain type or make, they 
are sent pamphlets on new styles of 
these shoes and other information from 
time to time. 

“We have built up a marvelous busi- 
ness on special lines of our own, three 
of which we carry in addition to other 
quality footwear, and we have learned 
that people wait for the two special 
sales yearly when they know they are 
receiving the same quality of goods at 
a saving of 30 per cent or more. And 
when they come in they bring new cus- 
tomers with them. 

“We have an average staff of five 
young women who are experts and 
have been trained in the anatomy of 
children’s feet and the proper styles and 
kinds of shoes they should wear. Each 
Saturday we employ an average of 
eight more young women and at the 
two yearly sales we need the service 
of 18 others in addition to our regular 
staff to care for our patrons,” Mr. 
Golanty explained. 

Mr. Golanty has had 15 years’ ex- 
perience in the shoe business. Until 
five years ago he was in charge of the 
children’s shoe department at the C. A. 
Verner Company in Fifth Avenue, 
Pittsburgh. Since then he has been 





In addition to the prescription list of 


N. S. R. A. Replies to Manufacturers 
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general welfare of all manufactureys 
and particularly those who cooperate 
with our conventions. In this connec. 
tion, we have consistently effecteq 
economies in our operations which has 
made it possible for us from one cop. 
vention to another to reduce the scale 
of participating fees. At our last cop. 
vention the rates were scaled from 
those that prevailed for the previous 
one. For our 1933 convention they 
have again been reduced. It is ovr 
purpose to extend a discount of 12% 
per cent from the rates that applied at 
our convention last January. In other 
words, the rates will be reduced by the 
amount of the discount. 

“We are enabled to extend this dis- 
count because of economies made in the 
operation of our headquarters, and in 
the plans as proposed for the 193: con- 
vention, realizing that this policy js 
essential in these times when all busi- 
ness organizations must make read- 
justments in operations to conform 
with general business conditions. 

“It is only a few months since our 
last convention and yet echoes of its 
outstanding success are still heard from 
manufacturers, traveling salesmen and 
retailers. In fact, so well satisfied and 
enthusiastic were many manufacturers 
that upward of 50 handed in their ap- 
plications for display rooms for our 
next convention before they left Chi- 
cago and since then applications have 
been received from as many more be- 
fore any announcement has been made 
of the plans for 1933. 

“It will be our endeavor to build a 
convention program for 1933 that will 
excell the excellent series of meetings 
that were provided by the last one. 
Those meetings set a high standard and 
their interest and value to our mem- 
bers, and to visiting retailers not mem- 
bers, was attended by the large attend- 
ance at the business sessions. 

“We propose to continue the plan in- 
augurated at our last meeting of invit- 
ing all retailers of shoes, whether mem- 
bers or not, to come to Chicago in Janu- 
ary, 1933, and join with our members 
in attending the convention and shoe 
show. I am confident that this policy 
is constructive, in that it affords all 
retailers an opportunity to participate. 
“In my opinion there is nothing more 
constructive, or of greater benelit to 
the industry, than for thousands of 
retailers, department store buyers, chain 
shoe store operators and wholesalers 
and manufacturers to come together 
once a year at a time most convenient 
for the largest number in a city like 
Chicago, with its unexampled railroad 
and hotel facilities, where abundant op- 
portunity is afforded for them to share 
with all a convention that will be in- 
spiring and constructive and from 
which they will gain much for the bet- 
terment of their respective busine:<es.” 


— 








with Joseph Horne Company. 


DSTYLE CONFERENCE, NEW YORK, MAY 2-34 
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What’s Become of Advertising Results? 
[CONTINUED FROM PAGE 17] 


To the defense of newspapers comes 
George E. Peirce, of Thomas F. Peirce 
& Son, in Providence: “There is no 
question in my. mind,” says Mr. Peirce, 
“byt what newspapers give the greatest 
returns of all advertising media. 

“In this connection I must say I can- 
not speak too highly of the splendid re- 
sults obtained by our Better Business 
Bureau in suppressing exaggerated and 
untruthful advertising. I do not be- 
lieve for a moment that the public is 
losing faith in advertising, and it is my 
opinion that newspapers are more care- 
ful than ever about the grades of ad- 
vertising they accept. 

“To get the reader’s attention we try 
to have the set-up and cuts in our ads 
different from anything else in the pa- 
pers. Then we stay out of certain 
afternoon issues when the papers are 
most crowded. 

“Regarding direct mail, I ask you 
how many letters of this kind couid 
you teil you had received four hours 
after opening your mail? I believe the 
majority of these letters go into the 
waste basket unread. 

“J will make an exception of a post- 
card if its reading matter is short and 
to the point. Even if you are opening 
a big stack of letters, a postcard with 
an attractive cut makes its impression 
before it is discarded. 

“You must remember that during the 
past two years the falling market and 
demoralized conditions have reduced the 
effectiveness of all advertising.” 

For several years the Isbell Shoe 
Company, of Lynchburg, Va., has been 
getting out attractive colored post- 
cards announcing new arrivals or ad- 
vance sales. 

A. T. Isbell says of them: “These 
cards pay both in direct sales and in 
good will. They make selling easier 
for the clerk and I am sure the cus- 
tomers like to receive them. However, 
I must say the newspaper stands in 
Class A for quick action, especially at 
sale times.” 

On the other hand, Fred Newcomb, 
of Newcomb’s, in Santa Ana, Cal., says: 
“I have long ago abandoned direct mail 
as the costs are too great. 

“So at present we are using news- 
papers only, and for our spring open- 
ing we expect to augment our news- 
paper advertising with a big spread on 
billboards. While all types of adver- 
tising are showing poorer results than 
formerly, still I do not believe the pub- 
lic is losing faith in the advertising 
of reputable stores that have kept 
faith with it.” 


New Cleaning Device 


_New YorK—A new shoe cleaning de- 
vice is being introduced to retail shoe 


merchants. It is a novelty velvet shoe 
polishing ad having a sponge rubber 
filler. Women especially are appreci- 
ative of this accessory, which provides 
an easy and handy convenience for 
keeping footwear clean and attractive. 
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Founded 72 Years Ago 


[CONTINUED FROM PAGE 24] 


but to expand, if one can judge from 
the efforts of Ralph P. Levey, its pres- 
ent head. He’s a quiet, unostentatious 
man who gives the impression of im- 
mense reserve energy. Young, of 
middle height, he speaks calmly and 
says something when he talks. He’s 
keenly interested in shoes and has the 
same respect for a well-made shoe that 
a craftsman of the Middle Ages must 
have had for his work. 

In fact, Mr. Levey acknowledges that 
his interest in shoes is such that he 
hasn’t much time for anything else. He 
doesn’t play bridge, he’s not a theater- 
goer and you can’t find him on the golf 
links with other prominent business 
men of New Orleans. He tells you 
that management of the Pokorny in- 
terests takes up all his time, so much 
so, in fact, that he doesn’t get a chance 
to do much reading. However, he cites 
the Boot AND SHOE RECORDER as one 
periodical he peruses thoroughly and 
pays tribute to the ideas he gets 
from it. 

Mr. Levey is greatly interested in civic 
affairs. In fact, that is about the only 
thing he allows to interfere with his 
attention to shoe business. He is a 
member of the Association of Com- 
merce and a member of the Five Phase 
Committee of that body is fostering to 
advertise New Orleans. 

And the greatest pride he has right 
now is the latest Pokorny store at 738 
Canal Street. This store originally was 
at the corner of Canal and Carondelet, 
in a building owned by the Pokornys, 
but it was felt a greater rental could 











be procured by leasing the entire build- 
ing, and as an equally favorable site 
was available, the new store was 
planned. The location is particularly 
good, for it is something of a men’s 
neighborhood, adjacent to the largest 
stores which cater strictly to men and 
right in the midst of the Canal Street 
area where there is almost always a 
crowd. 

The store front is attractive, modern 
and masculine. The frontage of 19 
feet allows two show windows 11 feet 
deep to border a five-foot passage 
which leads to the entrance. The win- 
dows slope inward from the top, and 
are so constructed that there is prac- 
tically no metal to hinder the view. 
It’s all glass from top to bottom, the 
floodlights being hidden in the ceiling 
of the show windows. The backing of 
the show windows is walnut, highly 
polished, decorated with parallel bands 
of copper, two inches in width, which 
seem to serve as guides to the eye, 
drawing the vision to all the showcase 
and not just one particular spot. 

The front of the store is black vitro- 
lite relieved by shining monel strips. 
The name Pokorny is in 14-inch monel, 
modernistic letters resembling the so- 
called Broadway type, and spaced. 
The entrance passage is tile, fitting in 
with the tile effect of the Canal Street 
sidewalks. Interior shop motif is 
green with walnut furnishings. 

It is one of the most attractive stores 
on Canal Street and a worthy show 
place for a firm which is proud of its 
business. 








Built Successful Shoe Business 


[CONTINUED FROM PAGE 26] 


good on unjust complaints. I am con- 
vinced of the necessity of curbing this 
practice on the part of the consumer 
and I have the courage of my convic- 
tions. In the long run, I believe, we 
have made many friends. 

The Lund store maintains its own de- 
livery system, operating a special car 
which delivers shoes and other mer- 
chandise anywhere in Greater New 
Haven. The service has helped greatly 
in building and holding business, Mr. 
Lund believes, as it places the store on 
an equal footing with competitors who 
make deliveries. 

Mr. Lund’s introduction to the shoe 
business in New Haven was an unusual 
one. When he arrived in the Elm City 
28 years ago, as a mere youth, the 
driver whose cab he hailed was unable 
to find the address he gave and finally 
went into a shoe repair shop to get 
directions. At the time Mr. Lund had 
no idea as to what vocation he would 
pursue, but the cab driver’s informant 
seemed a messenger of Destiny, for the 
young man shortly entered his uncle’s 
shoe store. 





Three years later Mr. Lund opened 
his own establishment at 526 Legion 
Avenue. The 25th anniversary of this 
opening will occur on Jan. 3, 1932. 
Two moves, each an improvement, have 
been made since that time. 

Mr. Lund recalls that 18 years ago 
he bought his first bills of goods from 
the Commonwealth Shoe & Leather 
Company, Whitman, Mass., and the W. 
B. Coon Company, Rochester, N. Y. 
The first bill from the Coon company 
consisted of six pairs of women’s but- 
toned shoes. Today the Lund store is 
among the largest accounts of both 
these factories. 

There are ten departments in the 
store, supplying footwear and hosiery 
for men, women and children. More 
than 15,000 pairs of shoes are carried 
in stock at all times, indicating that 
Mr. Lund sees no profit in short stocks. 

Mr. Lund is the senior partner in the 
business. The junior partner, taken 
into the firm when its growth indicated 
need of another executive, is John B. 
Loehmann. 
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word of the address should be counted. 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
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&@ Advertisements for this page must be in our New York office on Friday of the week preceding publication. © 
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SALES DIRECTOR AVAILABLE 


The undersigned, although still a young man, has been associated with one 
well known shoe manufacturing company for 20 years. This is the only job 
that he has ever held. Owing to conditions with the company over which he 
has no control he is looking for a new connection with a reliable manufacturer 
of men’s or women’s shoes. He has had ten years’ factory experience; two 
years as yeuee of a of retail Asin Panny se as Fo og of , 
women’s department and two years as nera. es Manager 0 entire a : 
company. He has done much direct selling besides, handling over twenty-five VAMP EEZ 
salesmen. He has handled personally the mail order trade, chain store and INSTE 
department store syndicates all over the country. Patent No. 1,838,48 
Obtainable in dull whi 


7 
" : f . ; tent, te, beige, brown 
If you ate interested in a man of this experience who can also furnish the A aah 


al 
§ i follows: . Sold thru all leading jobbers. 
best of references kindly address as eee Se 


C886 Care Boot & Shoe Recorder, 239 West 39th St., New York 1141 Broadway, New York City 
































, HOTELS 
re, to 
0 ree WANTED TO PURCHASE 
_ Shoe Merchandiser Available— 
’ ? E are in the market to pay cash for shoe 
211 A man thoroughly familiar with selling, W stocks, ranging from $10,000 to $50,000, 
advertising, style, lasts, patterns, cost pe «Aart Pel = receivers, bankruptcy or 
figuring, and stock manipulation. He has retiring from ‘business. f Y 
Ing to We are only interested in stocks of good 4 BY 
nplete beer general manager of a sizable shoe shoes and styles made by manufacturers pro- enmore 
| side manufacturing business. If interested, ducing good shoes. Signed MAROTT SHOE F 
le ot write for further details. Address SHOP, Indianapolis, Indiana. 5 ienia — 
— C885, care Boot and Shoe Re- af tae cee 
— corder, 239 West 39th Street, BOSTON, MASSACHUSETTS 
New York, N. Y. We will buy from manufacturers, 
jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 











enables us to handle large and 
small quantities. 


UR Years Advertising Manager for Utz as 
Fe Dunn Co.; four years in charge of Edu- KIRSCH-BLACHER co., INC. 
cator Sales cuertmedt oe Rice of eo yr se 590 Broadway New York 
Inc; seven years in Canada as General Sales " 
Manager for Ames, Holden, McCready, Ltd. Phone CAnal 6-4298 and 4299. 
Seeking sales department connection with 
proposition of merit. Address C-897, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








We will pay the best price for 
your surplus or entire stocks of shoes, 
general Ih rary me or department 
MANAGER. 16 years’ shoe experience, age — rane comes. a Call in B 

33, desires change. Good business builder. all tt trict! nfidential —in Doston 
Address C-893, care Boot & Shoe Recorder, matters strictly confidential. 


239 West 39th Street, New York, N. Y. I. SIMON CO. 
101 Reade St., New York City The Kenmore 


Phone Worth 2- eo 0 
AMAN with thirteen years’ experience as ™ a Soe —_ Hotel 
salesman and manufacturer will be open 


for a connection with a medium-sized factory fi 
to handle their entire sales problem and output. or 
Real Hospitality and 


Address C887, care Boot & Shoe Recorder, BUSINESS OPPORTUNITIES 


29 West 39th Street, New York, N. Y. 




















Comfort 


400 Rooms—400 Baths 
* Op uni Each with Tub—Shower— 
LINE WANTED Business port ity Shampoo Spray — Circulat- 
Orthopedic shoemen of character and ing Ice Water 
ability can profit by practicing our high 
grade foot correction system. Successful Ample Private Parking 
LINE of house slippers and children’s stitch- offices now in New York, Boston, Detroit, Space 
downs for established trade in Illinois, Buffalo and Syracuse. Desirable, pro- 
Northern Indiana, and Wisconsin. Ten years’ tected territory open. Small investment. Let us send Sh laaa vate 
Seemence. Address C-889, care Boot & Shoe 7 a ed SYSTEM soem, 
aha 209 South State Street, Chicago, 140 Boylston St., Boston, Mass. 
; Cc. P. DODSON 


Tunes orrommamy «= ROL SITIUINS i 


— aDs 
SHOE STORE—Long established, excellent cic that Sell 
of 
































location, low rent, in rapidly growing town oK 


Long Island. Real opportunity to responsi- y/ : 
ble party. Address C-888, care Boot & Shoe ' ) ZOES. «+ 
a oe 239 West 39th Street, New vor, 


. al 


kiddies attracts the 
Write Sele fe > on 
| » ‘or cat- 
: “e : log d pri of 
FOR RENT Trae 250 Whitman  juve- 
that ‘ae ae ox ele 
WELL KNOWN STORE, known as_Dayis sive shoe store premiums. 
sii, Cae neti a ay oO 
8, » rolling ladders, show cases, PUBLISHING . 
tlectric fixtures, etc. Wonderful opportunity. 
4 DAVIS, Box 284, Dover, N. J. Tel. 138R. HITMAN sxcine wisconsin 
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Vitality Shoe Co., St. Louis, Mo.......... 1 
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What the Shoe Store Is Thinking 
[CONTINUED FROM PAGE 88] 


they were getting a good bargain and 
were consequently made happy. 

Special lists of all the Boy and Gir] 
Scouts are kept and many bits of ad- 
vertising written especially for these 
active shoe wearers is sent to them di- 
rect. An occasional Scout window al- 
ways proves to be interesting. 

For the younger children, say up to 
five years old, a birthday record is kept, 
so that a card goes to each youngster 
on its birthday. Also the store invites 
the child in so that a little gift may be 
received in person. 

Special week-end sales are occasion- 
ally held when there is a real reason 
for so doing. These sales are for the 
purpose of cleaning out certain slow 
sellers and to stimulate sales. Great 
discretion is used in the holding of 
these events, for if they are held too 
often the very object is defeated. John 
has found the right number to depend 
wholly on the condition of the stock 
and the immedate need of stirring up 
some extra business. So far he has 
never held more than 6 or 8 in the 
course of a year. 

The present price situation on chil- 
dren’s shoes in the Composite Shoe 
Store is as follows: 


Retail Price Retail Price 


Run (1981) (1982) 
2%-8 $5.00 $6.50 $4.00 $5.00 $6.00 
(G. G.) 
11%-2 4.00 5.00 3.00 4.00 
8%-11 3.00 4.00 2.50 3.50 
5-8 2.50 3.50 2.00 2.50 
1st steps 1.50 1.50 


(To be continued) 





Werling to Open in Newcastle 


NEWCASTLE, IND.—The room here 
formerly occupied by the Buster Brown 
Shoe Company at 1414 Broad Street 
has been leased to Carl H. Werling of 
Indianapolis, who opened here the first 
week in March. The store is known 
as Werling’s Brown Bilt Shoe store. 
The front has been remodeled and the 
interior entirely redecorated. Popular 
priced shoes will be carried. Mr. Werl- 
ing has been in the shoe business 15 
years, his latest connection being with 
the Hart shoe store in Indianapolis. 
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